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Rough Proofs 


Henry Agard Wallace, Vice-Presi- 
dent and good neighbor, is often 
accused of being a dreamy idealist, 
but he is one of the few advocates 
of Pan-American solidarity who 
have taken the trouble to learn 
Spanish. 
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After going through the custom- 
ary treadmill of speeches, receptions 
and interviews from coast to coast, 
Madame Chiang Kai-shek took to 
her bed to recuperate. Our heroes 
and heroines face their severest 
ordeals off the battle field. 
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Nemo newspaper advertising, Ap- 
VERTISING AGE reports, will “empha- 
size the importance of proper foun- 
dations for women in war time.” In 
time of war they are preparing for 
peace. 
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JWT will make a national survey 
of public attitudes toward the ra- 
tioning boards, but OPA might as 
well understand in advance that 
their agents are about as popular as 
an umpire who calls the close ones 
against the home team. 
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Fostoria Glass takes space in 


Retailing to call attention to the 
good advertising of their competi- 


tors. Is that what comes of living | 


in glass houses? 
ie ee 


Bourjois is going to tell women 
via a network program why they 
should conserve cosmetics in war 
time, an idea which sounds like it 
might easily turn into a plug for 
Kissproof. 
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In his annual report W. C. Carter, 
able president of Link-Belt, com- 
pares business executives who are 
trying to right wrongs and improve 
the good to Dick Tracy. Pretty 
soon you'll begin to believe what 
they say about the comics. 
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George Simons says the proper 
way to spell “x-ray” is with a lower 
case “x.” But it takes a hardy soul 
to walk right up to an important 
word like that and knock it down. 
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The Trimz Company has an- 
nounced a new wall paper already 
pasted and ready to hang. This is 
going to be a great break for the 
arg one-armed fellow with the 
lives, 
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Herb Siekman is now prepared to 
write a new Horatio Alger romance, 
entitled, “From Rags to Riches, or 
How to Rise from Buck Private to 
Navy Lieutenant in One Chapter.” 
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OPA is reported to be considering 
limiting sales of baby foods to bona 
fide parents. That’s going to put an 
additional load on the already over- 
worked and heavy-laden stork. 
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Reader’s Digest admits its re- 
search indicates there are still mil- 
lions of people who have never yet 
read a copy, but maybe they’re only 
kidding. 
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Apple honey is the latest “new” 
to be added to the Old Gold for- 
mula, and it seems high time for 
some alert competitor to start using 
banana oil. 


Copy Cus. 


Voice of the Advertiser 


PETTY POSTER 


. eae WAY GEES WOREH fon Bet Wort now 


The new Waves and Spars poster con- 
tributed by artist George Petty to the 
recruiting drive was presented to naval 
authorities last week and the Chicago 
Tribune ran this full-color reproduction 
on the back page of its April 6 edition. 


10 Quaker Cereals 
fo be Teamed Up 
in Promotion Push 


Sectional Favorites, 
Old Standbys Trotted 


Out for Housewives 


(Picture on Page 43) 


Chicago, April 8.—The first “fam- 
ily of products”, promotion cam- 
paign in Quaker Oats history will 
break early next month when the 
giant cereal company launches an 
intensive drive for ten important 
products in its multitudinous line 
of non-rationed merchandise, Don- 
ald Douglas, Quaker Oats vice- 
president in charge of advertising, 
told ADVERTISING AGE today. 

The new program is a _ special 
campaign and will not replace any 
of the numerous advertising efforts 
currently being carried out for indi- 
vidual Quaker products. It will 
feature Quaker corn meal, Quaker 
hominy grits, Scotch Brand barley 
and Quaker macaroni—all either 
promoted little or only sectionally 
heretofore—as well as Quaker oats, 
Aunt Jemima pancake mix, Muffets, 
Wheat and Rice Sparkies, Petti- 
john’s and Quaker farina. Ruth- 
rauff & Ryan, Chicago, will handle 
the promotion. 


Starts in May 


The drive will get under wavy 
with a bang with a full page in 
four colors in the May 9 issue of 
The American Weekly, plus full 
black and white pages in news- 
papers in St. Louis, Indianapolis, 
Minneapolis, Cincinnati and Kansas 
City. Simultaneously, Quaker’s 
“Brewster Boy” program, heard 
over 118 CBS stations in the United 
States, Canada and Hawaii from 
8:30 to 9 p. m., CWT, Friday, will 
take up the story through special 
announcements, and 55 newspapers 
will join the promotional chorus. 

(Continued on Page 38) 
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'L. A. Daily News’ 
Drops Classified 
to Save Newsprint 


Move Unprecedented; 
Deny Labor Trouble 
Led to Decision 


Los Angeles, April 7.—Preferring 
to sacrifice revenue rather than 
editorial content and a competitive 
position with other metropolitan 
newspapers, the Los Angeles Daily 
News discontinued publication of 
classified advertising with its April 
3 issue to comply with newsprint 
restrictions. Potential revenue for 
this year from this source, based on 
the first quarter, would have ex- 
ceeded $400,000, according to Rob- 
ert L. Smith, executive vice-presi- 
dent and general manager. 

It was a move unprecedented in 
American newspaper history, Mr. 
Smith said, and was necessitated by 
greatly increased circulation, adver- 
tising gains and a policy of im- 
proved and expanded editorial con- 
tent. The News has been running 
three or more pages of classified 
daily and its elimination represents 
an estimated sacrifice of 17.4% of 
its gross revenue. 


Newsprint Quota Increased 


Early this year the News had 
petitioned the War Production 
Board for increased newsprint allot- 
ment. Two increases were granted 
during the first quarter, but were 
effective only during that period. 
In an effort to conserve paper, it 
offered discounts to advertisers who 
would permit optional insertion of 
advertisements over three - day 
periods, discontinued use of street 
racks, cut sizes of comics, eliminated 
returns from suburban and country 
dealers and reduced sizes of ban- 
ners and headings. These, however, 
failed to compensate for a 25% gain 
in newsprint consumption since the 
1941 period upon which quotas are 
based. 

Early last year the News had put 
itself on a competitive basis with 
other Los Angeles newspapers. Edi- 
torial coverage and features were 
expanded. Street sale price was 
increased from 3 to 5 cents. In all, 
it has increased circulation rates 
(street sale and home delivered) 

(Continued on Page 40) 


American Home Products 


Sets Up Ad ‘Plans Board’ 


House Group Votes 
Against Labeling 
of 1943 Pack 


Question of Next 
Year's Grading Still 
Up for Debate 


Washington, D. C., April 8— 
From all indications, grade labeling 
will not be a factor in the 1943 
pack. Already the target of stren- 
uous criticism from industry, it was 
officially disapproved this week by 
the House agricultural committee, 
and the Label Manufacturers’ Na- 
tional Association expressed opposi- 
tion to the OPA plan. 

Both groups based their objec- 
tions on the amount of time it 
would take to label the 1943 pack. 
Rep. Hamilton Fullmer of South 
Carolina, chairman of the House 
committee, declared that its unani- 
mous disapproval was voted be- 
cause grade labeling “might retard 
war production of goods.” 

The committee’s decision was an- 
nounced at a stormy hearing, at 
which a crowd of women cheered 
testimony that “under present la- 
beling the American consumers are 
being gypped.” 


To Introduce Bill 


But Rep. Fullmer indicated that 
the committee’s disapproval did not 
indicate a negative stand on grade 
labeling, merely an opinion that its 
inception was not expeditious at 
this time. He told reporters he 
would shortly introduce a bill on 
the subject which would allow ex- 
tensive hearings, so that both sides 
could present their cases before the 
1944 pack is ready for processing. 

The label manufacturers based 
their opposition on the difficulty in 
re-labeling the 1943 pack. An of- 
ficial of the group declared that 


most of the labels for the pack are| 


in the hands of the canners, and 
said that over-printing on top of 
(Continued on Page 37) 


Last Minute News Flashes 


Armour Protest Inspires Special Newspaper Meeting 


Chicago, April 9-—-Following a protest by Armour & Co., the question 
of sales methods of newspapers and representatives will be discussed at 


/a special meeting in New York during the American Newspaper Pub- 


lishers Association convention. 


ing advertising wave. 


ing values of the product. 


Attempts by publishers to apply pressure 
on company officers and branch managers after newspaper lists had been 
completed were the basis of the Armour & Co. complaint. 


Expand Promotion of Standard Brands’ ‘Stan-B’ 


New York, April 9.—Stan-B, new Standard Brands vitamin product 
containing vitamin B complex with iron, will be introduced in California, 
Washington, Oregon, Idaho, Arizona and Nevada on the crest of a sweep- 
Beginning May 17, approximately 25 Pacific Coast 
newspapers will carry full-page, half-page and quarter-page insertions 
|}on a regular bi-weekly and weekly basis. 


Copy will feature money-sav- 


Spot radio will also be used. 


Sonora Radio Appoints Weiss & Geller 


Chicago, April 9.—Joseph Gerl, president, Sonora Radio & Television 
Corporation, today announced the appointment of Weiss & Geller as the 
company’s agency. Magazines, radio and business papers will be used to 
promote the company’s line, with emphasis on record albums. 


Plans Heaviest Newspaper Drive for Sweetheart Soap 

New York, April 9—Manhattan Soap Company, maker of Sweetheart 
soap, will unleash the most extensive newspaper advertising campaign in 
its history beginning in mid-April, in addition to copy in The American 


| Weekly and This Week Magazine. A list of 400 papers across the coun- 
| try will carry up to 600-line insertions, with straight product copy to 


appear consistently each week throughout the year. 
!| promotion augments the company’s spot radio campaign. 
20 | Advertising Corporation, New York, is the agency. 


The newspaper 
Franklin Bruck 


H. W. Roden Is Key 
Figure in Placing 
8 Million Budget 


By HAL BURNETT 


New York, April 7.—To the 
agency new - business men and the 
space and time salesmen who have 
fruitlessly rung doorbells from 
Jersey City and Philadelphia to 
Rochester, N. Y., and Evanston, IIL, 
in the quest for some share of the 
$8,000,000 annual advertising budget 
of American Home Products Cor- 
poration, came good news this week. 

It was the 
announcement by 
Chairman Alvin 
G. Brush, who 
has sparked the 
sensational ex- 
pansion of the 
huge drug, cos- 
metic and house- 
hold products 
marketing or- 
ganization during 
the past five 
years, that hence- 
forth its farflung 
advertising activ- 
ities would be 
knit together by what will be known 
as the corporation’s “Advertising 
Plans Board.” 

Chairman of the plans board, 
which has been functioning quietly 
since the turn of the year, is H. W. 
Roden, president of Harold H. 
Clapp, Inc., and former chairman 
of the board of the Association of 
National Advertisers. Mr. Roden 
member of the board of the Adver- 
tising Council, is 
coordinator of 
the Council’s na- 
tional nutrition 
program. 

Other member: 
are Leo Nejelski, 
former advertis- 
ing manager otf 
Swift & Co. and 
lassistant genera! 
manager of Pep. 
sodent Compan, 
| William M. Sted- 
man, recently 
advertising coor- 
dinator for R. H 
Macy & Co.; anc 
Walter F. Silbersack, operating vice- 
president of the parent organization 
in charge of all its subsidiary com- 
panies employing advertising to dis- 
tribute their products. 


To Divide Time 


Mr. Roden and Mr. Silbersack 
will divide time between the plans 
board and their other corporate 
duties, while Mr. 
Nejelski and Mr, 
Stedman will de- 
vote full time to 
the plans board. 

According to 
Mr. Brush, the 
new board, an 
innovation in 
corporation man- 
agement, will not 
“in any sense 
interfere with or 
usurp the  pre- 
rogatives of the 
various advertis- 
ing departments 
of the several companies.” 

These departments will continue 
their autonomous operation as in 
the past. The board will sit in on 
program and budget planning and 


H. W. Roden 


Leo Nejelski 


W. M. Stedman 


assist in coordinating over-all oper- 
ations, especially in the field of 
agency relations. One expected re- 
sult of its organization will be the 


\free interchange of research and 
media information among the vari- 
ous subsidiaries, several far better 
| known to the public than American 


Home. 
The Advertising Plans Board has 
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established permanent quarters on | 


the 2lst floor of the 22 E. 40th | 
St. building in New York City, | 
which has become home during the 
past year to Harold H. Clapp, Inc., | 
Anacin Company and Internationa! | 
Vitamin Corporation, in addition to | 
the legal, engineering and purchas- 
ing departments of the parent com- 
pany. 

American Home has leased from | 
15 to 18 floors of the building to 
house an increasing number of its| 
two score subsidiaries and affiliates, 
and will centralize more of the com- 
panies there as other leases expire. | 


An Advertising Leader 


American Home Products, 
paratively unknown to the public, 
but. well known to advertising| 
solicitors because of its large block | 
contract purchases, is one of the| 
country’s largest advertisers. 

It spent $4,018,313 for radio time 
and $525,084 for magazines during 
1942, according to Publishers’ Infor- | 
mation Bureau figures. released 
through ADVERTISING AGE Feb. 1. 
Newspaper expenditures, authorita- 
tively estimated at $673,869, bring 
the total media budget to $5,217,266. 

Over-all expenditure of the vari- 
ous AHP companies, including out- 
door, transportation advertising, 
point of sale and radio talent, is 
reliably reported to be considerably 
in excess of $8,000,000. Total net 
sales for 1942 were reported at $59,- 


com- | 


| tional 
charged with informing the public, 


796,477, a gain of more than 35% 


over the previous year, in the recent 
annual report (AA, March 22). 

One of the first steps to be taker 
by the new Advertising Plans Board 
after its formation was the appoint- 
ment of J. Walter Thompson Com- 
pany as agency to direct institu- 
advertising, fundamentally 


the medical and dental professions, 
and the food and drug trades of the 
corporate identity of AHP and its 
better-known subsidiaries (AA, 
Feb. 1). JWT also handles house- 
hold products advertising on the 
Pacific Coast. 

Other agencies which place AHP’s 
advertising, and the products, in- 
clude: 

Blackett - Sample - Hummert — 
Anacin, Bi-So-Dol, 
paste, Old English household prod- 
ucts, Aerowax, and others. 

Compton Advertising—Aspertane 
and Kolynos tooth powder. 

Erwin, Wasey & Co. — Louis 
Philippe cosmetics and Edna Wal- 
lace Hopper cosmetics. 

McCann-Erickson—Clapp’s 
foods on the Pacific Coast. 

John F. Murray Advertising 
Agency—John Wyeth & Brother 
pharmaceuticals, S. M. A. Corpora- 
tion, Petrolagar, and other ethical 
products. 

Young & Rubicam—Clapp’s baby 
foods, national. 

American Home has all but com- 
pleted negotiations to absorb the G. 
Washington Coffee Refining Com- 


baby 


Kolynos tooth f 
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They GIVE their lives... You LEND your money 


BUY WAR BONDS 


CONTINENTAL HLINO'S MATIONAL 


vimGS Bane 


$econd War Loan Drive starts April 12 
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CALE for VOLUNTEERS) 
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LOAN DRIVE STARTING TODAY 
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They're GIVING Their All. 


Won't You LEND Yours? 


IT'S UP TO YOU......SO FACE ITI 
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Tre VOU cent al fight BUT VOU can of tate YOU can 
VOU cme help thee boys ie the fighting fret YOU eae YOU 
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This Appeal Sponsored by Patiotic Citixens of Wichita 
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newspaper in the state. 


pany, Morris Plains, N. J. A pur- 
chasing agreement has been signed 
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guidance in 


news, 


opportunity 


are finding 
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Are you 
opportunity? 


TOLED 


..-AS STEADFAST 
AS STARLIGHT... 


* As man has always found guidance 
in the stars —so have people found 


the printed word. 


Today as never before people look 
to newspapers — war 
government 
in living conditions, taxes, price ceil- 
ings, rationing. 


news, world 
news — changes 


Point rationing offers owners of 
established brands a great advertising 


today. Brands of recog- 


nized superior quality cost the house- 
wife no more—in ration points — 
than those of unknown merit! 


Advertisers who in the past have 
found newspaper advertising so ef- 
fective in guiding buyers’ preferences 


newspapers even more 


necessary today. 


taking advantage of this 


O BLADE 


One of America’s Great Newspapers 


between the two parties and ap- 
proval is expected shortly. 

On March 1, the company ac- 
quired Ayerst, McKenna & Harrison, 
Ltd., Montreal, manufacturer of 
drugs, foods and household prod- 
ucts (AA, March 22) and then 
mapped plans to bring G. Washing- 
ton into its domain. 

An application filed with the 
Securities and Exchange Commis- 
sion discloses that under the terms 
of the proposed agreement, Ameri- 
can Home Products would issue 
29,860 shares of its capital stock in 
a trade for G. Washington’s pre- 
ferred and common capital stocks. 

The coffee company’s capitaliza- 
tion consists of 18,000 authorized 
no-par common shares, of which 
15,147 are outstanding and 7,000 
preferred shares of which 5,728 
are outstanding. Stock is closely 
held, mainly by the Washington 
family. 


Praises Newspapers’ 
Aid to Bond Drive 


Secretary of the Treasury Henry 
Morganthau last week praised the 
nation’s newspapers for their coop- 
eration in preparing for the second 
war loan drive. His statement de- 
clared that the press had cooperated 
splendidly in past financing drives, 
and commended the steps news- 
papers have taken to participate in 
the new one which begins April 12. 
The Secretary closed his statement 
by saying: 

“So painstaking are the prepara- 
tions for participation by the group 
that I know no individual who 
reads their publications will be un- 
aware of the purposes of our cam- 
paign or the securities that are 
being offered. On behalf of the 
Treasury, I am happy to make pub- 
lic acknowledgment of the valuable 
support being provided to us by the 
nation’s press.” 


WOW Issues ‘First 
Standard Mail Map’ 


What is described as the “first 
standard mail map ever issued” to 
comply with standards recommend- 


the American Association of Adver- 
tising Agencies; the Radio Execu- 
tives Club; and the Department of 
Broadcast Advertising and research 
division of National Association of 
Broadcasters, was issued last week 
by Station WOW, Omaha. 

The map, attractively and clearly 
presented in three colors, is part of 
la four-page folder which includes a 
|detailed analysis of the manner in 
| which the map was constructed, and 
a wealth of market and coverage 
|data for the area served by the sta- 
| tion. 


Hunter Bell Takes 
Coca-Cola Ad Post 


Hunter Bell, who has been sales 
manager of the Atlanta district, has 
been placed in charge of Coca-Cola 
Company’s advertising department, 
succeeding Deloney Sledge, recently 
commissioned a captain in the 
Army. Price Gilbert Jr., vice-presi- 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES cent and advertising manager, is on 


eave of absence as a lieutenant 
| commander in the Navy. 


Here are excellent examples of the kind of copy which preceded launching of the Treasury's $13,000,000,000 war bond drive to. 
day. These volunteer sponsors include a group of Chicago banks and trust companies; Merrill Lynch, Pierce, Fenner & Beane, 
New York investment broker; Michigan newspapers and individual companies; and a group of Wichita citizens. Simons-Michel- 
son Co., Detroit agency, prepared the Michigan series, built around a “Gallant 60,000," theme, and dispatched them to every 


Slants Advertising 


to Government's 
War Bond Drive 


New York, April 6.— Merrill 
Lynch, Pierce, Fenner & Beane, 
Wall Street investment house, gave 
the Treasury Department’s $13,000,- 
000,000 second war loan drive, due 
to open on April 12, an advance 
send-off, when it slanted its adver- 
tisements appearing in financial sec- 
tions of metropolitan newspapers to 
war bond purchases. 

Copy calls the American boy the 
“fightingest soldier in the world,” 
and says the “fightingest money in 
the world is the good old American 
dollar.” Headline is “13 Billion 
More Heroes Wanted.” 

“Every American soldier is worth 
more American dollars than you or 
anyone else ever did or ever will 
see,” the advertisement says. “You 
and we, can help mightily to bring 
him back a victor by placing your 
order for war bonds right now,” 
copy emphasizes. 

The investment house has made 
available a 12-page booklet describ- 
ing the various issues of bonds. 

Albert Frank-Guenther Law, New 
York, handles the account. 


Chicago Radio Group 
Plans NAB Breakfast 


The Chicago Radio Management 
Club, composed of advertising 
agency radio executives, station 
owners and managers in the Chi- 
cago area, will participate in the 
National Association of Broadcast- 
ers’ war conference in Chicago 
April 26-29 by sponsoring a break- 
fast meeting on Wednesday, Apri 
28, at 8:30 a.m. Alex Dreier, noted 
radio war correspondent, will be 
the guest speaker. 

The club will also maintain room 
at the Palmer House during th: 
entire NAB meeting, so that visit 
ing station men will have an oppo! 
tunity to meet members of t! 
organization. 
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Bob Hope and Bing Crosby on the SCREEN... 


Bob Hope and Bing Crosby 


Now appearing in 


STAR SPANGLED RHYTHM 


A Paramount Picture 


Katzenjammers in The COMIC WEEKLY 


BIG NAMES are always BIG BOX OFFICE « 


. ELD Over Extra Week by Popular Demand—Bob Hope 

and Bing Crosby!” Every so often, a “Comedy Team” 

of film favorites tickles the public’s funny bone—and movie 

theatres from Skowhegan, Maine, to San Diego, California, 
are jammed to their lobbies with patrons. 

These Double-Star Acts often go on for years—coining 
money for producers and exhibitors alike. But the oldest, 
best-loved team of comics in the United States in the movies, 
or on the stage, or even on the air... is that colorful counter- 
part of Bob Hope and Bing Crosby... that incorrigible pair 
of hellions, the Katzenjammers, whose pranks have amused 
readers of Puck-The Comic Weekly for 45 years. 

The Katzenjammer Kids—like Bob and Bing—are big box 


Tie your message to the Big “BOX OFFICE” of 


office. Yet they are only one of Puck's great ALL-STAR CAST, 
which, every single week, bills such feature attractions as: 
Jiggs and Maggie...those marvelous old vaudevillians; 
slugging Popeye...the big hearted sailorman; shrewd Skippy 
...the boy philosopher; Blondie... America’s best loved wife; 
Flash Gordon ... thrill act extraordinary; Toots & Casper 
... domestic drama; Jungle Jim... wild animal act—and all of 
Puck's other popular, big-time dramatic players. 

Here is a new kind of “Movie Show”—a 16-page theatre 
with a “seating capacity” of nearly 20 million—and playing 
each week to full houses of men, women and children. 

Ask the most media-wise advertisers why Puck-The 
Comic Weekly appears consistently, year after year, on their 


FOUNDED 1876 


OMIC WEEKLY | 


DISTRIBUTED THROUGH 15 GREAT SUNDAY NEWSPAPERS 


schedules, and the answer is this: “People really read The 
Comic Weekly. It moves merchandise!” 

Advertisements in Puck enjoy an intensity of readership 
not found elsewhere. And Puck, too,“sharp-shoots” its mar- 
kets profitably from an advertiser's standpoint. For Puck- 
The Comic Weekly reaches the homes with money to spend 
—covers like a circus tent the great industrial areas of the 
U.S.A.—where the most dollars today are being earned 
and spent. To manufacturers seeking a “big box office” for 
their products, Puck is sure-fire—a time-tested medium with a 
reputation for RESULTS! For 11 years, ever since its big 
color pages were first opened to advertisers, Puck has been 
gaining in stature, in power, in respect. 


9@ Features 
Syndicate, Ir 
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ADVERTISING AGE 


Teel Hit by FIC; 
Complaint Defends 
Other Dentifrices 


Procter & Gamble 
Defends Copy; Ready 
With Its Evidence 


Washington, D. C., April 7.—The 
Federal Trade Commission _ this 
week issued a complaint charging 
Procter & Gamble Company with 
misrepresentation of its liquid den- 
tifrice, Teel, and with unfair dis- 
paragement of tooth powder and 
tooth pastes sold by competitors. 

Thus FTC, the constabulary of 
advertising, leaped into a contro- 
versy whose history of turbulence 
has seldom been equalled. The 
storm around Teel broke after a 
highly competitive copy theme, that 
of brushing cavities into teeth with 
other dentifrices, had been evolved 
by H. W. Kastor & Sons Advertising 
Company, which at that time 
handled the account. 

The original copy appeared in 
some newspapers; others refused to 
carry it. Magazines balked at 


accepting the copy until it had been 
softened. Shortly thereafter, the 
account was shifted from Kastor to 
The Biow Company, but essentially 
the same copy theme was continued. 

Teel’s claims hit by FTC: that 
Teel employs a complete cleaning 
technique; that it is a revolutionary 
discovery in dental science; that 
most pastes and powders contain 
abrasives and cut cavities which 
require filling in the soft portions 
of the tooth structure exposed by 
receding gums; that a large portion 
of the public is consequently expos- 
ing its teeth to serious damage; that 
the insolubility in water of the 
ingredients of tooth pastes and pow- 
ders is evidence of the presence of 
harmful abrasive. 

Teel’s principal cleansing agent is 
sodium alkyl sulphate, FTC says, 
which possesses detergent qualities 
similar to those of soap. Teel con- 
tains no abrasive, but since it con- 
tains none it cannot effectively 
clean teeth, and is therefore in- 
ferior as a cleansing and polishing 
agent, the commission claims. Fur- 
ther, FTC alleges, its use permits 
discoloration which can be removed 
only by a substance having abrasive 
properties. 

The abrasive qualities of other 
dentifrices were defended. They do 
not cut cavities, FTC said, and no 
substantial percentage of the public, 
is endangering their teeth through 
use of popular brands. A mild 


abrasive is desirable and necessary, 
FTC thinks. 

Teel copy has generally been key- 
noted by a white-garbed, bearded 
“dentist” inspecting a blown - up 
tooth, indicating a cavity which 
presumably was caused by injudi- 
cious brushing. 


P&G DEFENDS CLAIMS 


Cincinnati, April 8.—Procter & 
Gamble Company is ready to pre- 
sent the technical facts in support 
of Teel advertising, and will not 
take the FTC’s cease and desist 
order “lying down,” executives said 
today. 

In reply to the FTC complaint, 
the company said that all state- 
ments made in its advertisigg of the 
liquid dentifrice "have been made 
and are now based on scientific 
research which has been carried on 
for years, not only in its own labo- 
ratories but in independent labora- 
tories and clinics. These facts will 
be cited at the proper time, in sup- 
port of their position, company 
officials said. 


Renew Fleetwood Lawson 


Fleetwood Lawson’s twice-a-week 
news commentary over NBC’s Pa- 
cific Network has been renewed for 
13 weeks by A. S. Boyle Company, 
Jersey City, for Old English floor 
wax. J. Walter Thompson Com- 


EXPLAINS WARTIME MEAT SITUATION 
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is materiel of War 
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Swift & Company 
Food Purrevers 


te the U.S.& 


This is the opener in the new magazine campaign to be started later this month 
by Swift & Co. 


‘Meat Is Materiel 
of War,’ Swift to 
Tell Consumers 


pany is the agency. 


Chicago, April 8.—To explain to 


Got time to do any reading, Doc? 


Every one knows that doctors carrying on at home 
in these days of war have their hands full. It would 
hardly be surprising to learn they haven't had time 
to more than glance at any reading matter in weeks. 

But here’s a different story. Here’s a doctor®* who 
tells us he finds the time to read The Evening Bulletin. 

Not always the way most people read The Bulletin, 
that’s true. Sometimes he hardly has time for dinner, 
let alone the newspaper. But just the same, he man- 


Evening Bulletin! 


ages to get in a thorough job of it. For if he doesn’t 


have time evenings, the papers are saved by his 


In Philadelphia — nearly everybody reads The Bulletin 


family, and he goes through them, page by page, 
when he gets a little leisure. 


Just why does this doctor find the time to read The 
For the same reason 85% of the 
people of Philadelphia spend an average of 53 min- 
utes with The Bulletin daily. It’s his newspaper and , 
it’s their newspaper. It has what Philadelphians want 
the way they want it. It circulates among over 600,000 
—is the largest evening newspaper in America. 


* Thanks, Doc. We'd like te print your name 
but we know the reticence of your profession about such things, 


the consumer the complex wartime 
problems facing the meat dealer, 
packer and producer, Swift & Co. 
will launch a new magazine adver- 
tising campaign this month, aug- 
menting its current product and 
service copy. 

Initial copy in the new series, 
headlined “Meat is materiel of 
War!”, will appear in the April 24 
issue of The Saturday Evening Post 
and the May issue of American 
Magazine. Successive advertise- 
ments in the series will be carried 
in these same publications. They 
will emphasize Swift & Co.’s policy 
of full cooperation with the govern- 
ment in supplying the armed forces 
with food; of safeguarding ‘“‘the high 
quality of our products,” and of dis- 
tributing available civilian supplies 
to insure a fair share for all con- 
sumers. 

“This advertising is not designed 
to brag or boast in any respect,” 
Vernon D. Beatty, advertising man- 
ager of the company, said. “It is 
a sincere effort to make the average 
civilian understand the complexi- 
ties and difficulties of meat produc- 
tion, processing and distribution. It 
explains the reason for rationing 
and how necessary it is that meat 
must be conserved in every Ameri- 
can home. If, through this public 
education, Swift & Co. can make 
further contribution to the total war 
effort, our efforts will be amply 
rewarded.” 

The meat packer’s service copy, 
as well as product promotion, is to 
continue in women’s magazines, 
The American Weekly, newspapers 
and on the Blue Network show, 
“Don McNeill Breakfast Club.” All 
of the advertising has been designed 
to fit into the wartime program. 

J. Walter Thompson Company 
handles the account. 


> 


Form Coast Branch 


West-Marquis, Inc., Los Angeles, 
and Spencer W. Curtiss, Inc., Chi- 
cago and Indianapolis, have estab- 
lished a San Francisco branch under 
the name of West-Marquis & Cur- 
tiss, with offices in the Rialto build- 
ing. The new branch will be under 
the joint direction of Spencer Cur- 
tiss and John R. West. 


Simonds Promotes Parker 


Verne C. Parker has been ap- 
pointed advertising manager of the 
Simonds Saw & Steel Company, 
Fitchburg, Mass., and of the Sim- 
onds Canada Saw Company. Mr. 
Parker has been associated with the 
company since 1918. 


——. 


Department Stores 
Back in ‘Times’ 
Face Jury Probe 


New York, April 7.—While the 
rate dispute between the New York 
Times and its department store 
advertisers appeared to have spent 
its fury this week, another squall 
loomed on the horizon as the anti- 
trust division of the Department of 
Justice went into action to deter- 
mine whether the stores had vio- 
lated anti-trust statutes. 

Rounding out the sixth week of 
the controversy, the Times is stil! 
sticking to its guns, as one by one 
the stray lambs have returned t 
the fold—Franklin Simon, R. H 
Macy & Co., B. Altman, Saks Fifth 
Avenue, Hearns, Bloomingdales 
and Abraham & Strauss. 

Two theories have been advanced 
by department store people as to 
why the department stores sud- 
denly developed a “let’s forget it 
all” attitude: 

1. The not too gentle rumbling 
of the Department of Justiee, flex- 
ing its muscles for a grand jury 
investigation, and 

2. The peak Easter sales season 
—second only to the Christmas 
peak—which begins this week. 

Withdrawal of the stores’ adver- 
tising was precipitated when the 
Times on March 7 announced rate 
increases of 742% to 10% effective 
May 7, giving advertisers 60 days’ 
protection. The open genera! line 
rate advanced from $1.00 to $1.10 
and the Sunday rate from $1.30 to 
$1.40 (AA, March 15). 

Macy and most of the other big 
retail advertisers pulled their copy 
immediately. Five days after the 
announcement was made only John 
Wanamaker was left to remind 
Times readers that there were still 
department stores in New York 


Western Golfers Set 
Tournament Plans 


The Western Advertising Golfers 
Association, Chicago, will hold five 
tournaments this season, playing one 
in the southern district, one at 4 
westside club and three on the 
North Shore, one a month, June 
through October. Norman C. Green, 
western manager of Crowell-Collier 
Publishing Company, is president of 
the group, whose traditional spring 
pre-tournament get-together wil! be 
held Monday, May 10. 


Hamilton Joins TWA 

Ray V. Hamilton has been 
pointed to the executive staff of 
Transcontinental & Western A’ 
Inc., Kansas City, Mo. Mr. Han 
ton has been on the central division 
sales staff of the Blue Network (9 
Chicago for the past 14 month 


Oklahoma City’s CBS Station 
~ FREE & PETERS, INC. 


KOMA 


5000 watts 


Exclusive National Representatives 
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Chicago—Art Center 


The Art Institute of Chicago, flanked 
by its two famous bronze lions, has 
never been closed for a day since it was 
frst occupied in 1893. Its galleries 
contain a large comprehensive collec- 
tion of paintings, sculpture, ceramics, 
textiles, and oriental art. 


tHe BRANHAM COMPANY, National Representatives: 
tlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle. 


ADVERTISING AGE 


| 


And we mean strong in influence. 


The Sun, for example, was the first paper in Chicago 
and one of the first in America to expose the Black 
Market in meat. 


—Strong in women readers. 


The Sun’s Women’s Pages average more than 1,000 
letters and phone calls a day. 


—Strong in important local linage. 


Month after month, from the beginning, the six great 
department stores who do the bulk of their business 
in Chicago’s Loop, have made The Sun their No. 2 
medium among Chicago’s five’ newspapers. Never 
once has it lost this position! 


—Strong in national advertising. 


The Sun had the biggest GAIN of any Chicago news- 
paper in national advertising during the first three 


months of this year, compared with the first three 
months of 1942. 


—Strong with people who want immediate results. 


The Sun was Chicago’s No. 2 classified advertising 
medium in 1942. In the first three months of 1943 it 
has continued to be Chicago’s No. 2classified medium. 


These are a few of the strong reasons why today 
there is a new newspaper situation in Chicago. 


—The Sun puts new efficiency and economy into news- 
paper combinations which give complete coverage. 


—With The Sun alone you can buy a tremendous impact 
against America’s No. 2 market with a relatively 
small expenditure. 


CHICAGO'S 
MORNING TRUTHpaper 
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CAB Restates Case 
in Promotion Row: 
Quotes Ad Figures 


Says Action in C&S 
Case Is Within Its 


Power and Reasonable 


Washington, D. C., April 8.—Net- 
tled by the sharp thrusts of news- 
papers and business papers which 
believe that in its action toward 
Chicago & Southern Air Lines it had 
overstepped its powers, the Civil 
Aeronautics Board this week re- 
stated its case and asserted that its 
action was not only sound and rea- 
sonable but had been acquiesced in, 
under similar situations, by other 
airlines. 

The Civil Aeronautics Act spe- 
cifically grants the board the right 
to regulate rates of pay to carriers 
for transporting air mail. In order 
to arrive at a rate of pay which 
will provide a fair and reasonable 
profit, or make up a deficit, the 
board has to investigate the car- 
riers’ operations. 
are broken down into eight cate- 
gories, one of which is advertising 


and publicity expense. To facilitate 
the examination, a standard form 
of accounting is used by all air 
lines. 

At one time, advertising and 
traffic were lumped together in one 
classification. About a year ago, 
the classifications of sales and traffic 
and advertising and publicity were 
set up. About the same time— 
although there was no connection 
between the two proceedings—the 
CAB adopted its present form of 
“show cause” procedure. 


C&S Case Starts Controversy 


It was one of the show cause 
orders, that of Chicago & Southern, 
which revealed that CAB had been 
recommending reduced advertising 
and promotion expenditures. 

Reported exclusively in ADVERTIS- 
ING AGE, the recommended reduc- 
tion to $40,000 (C&S estimates that 
its 1943 advertising budget should 
be $120,000) brought a hail of criti- 
cal comment. 

The St. Louis Globe-Democrat 
said: “If a federal agency can dic- 
tate a private company’s advertis- 
ing appropriation, it 
has the right to pass on the media 
to be used, the text of‘copy to be 
written, and the amount of femi- 
nine pulchritude to be displayed to 
catch the reader’s eye.” Similar 
comments came from Chicago, and 


These operations | from several southern cities, where | estimated 


presumably | 


The center of the criticism was 
the reduction of C&S’ spending 
from more than $100,000 to $40,000. 
But this, CAB officials declare, is 
erroneous thinking. While Chicago 
& Southern has estimated its adver- 
tising and publicity needs at more 
than $100,000, it has never ap- 
proached that figure in actual ex- 
penditures. 

According to CAB figures, C&S 
spent $45,000 in 1940, $52,000 in 
1941, and $65,000 in 1942. The 1942 
expenditure is qualified: it does not 
include actual figures for December, 
and that month’s expenditure was 
calculated on a projection of earlier 
spending. 

Therefore, the board points out, 
the reduction to $40,000 is not 
nearly so severe as might be gained 
from C&S estimates. Similarly, the 
board feels that $40,000 is adequate 
promotion expense when the num- 
ber of planes now operated by the 
airline—four—is considered. 

Reinforcing its view, CAB pointed 
to its experience with other air- 
lines, most of which have been 
advised to reduce advertising ex- 
penses, now that 49% of their 
equipment is doing duty for Uncle 
Sam. 

Transcontinental & Western Air, 
studied from March 1, 1941, to Aug. 
31, 1942, was spending at an annual 
rate of $434,991 for promotion; CAB 
its needs at $282,894. 


the instance was viewed as a symp-| TWA accepted the verdict. 
tom of arrogant bureaucratic action. \ United Air Lines, for the 12 


CROSSROADS 


UST a few miles outside 

Detroit is one of the 
worlds strategic air centers. 
Here huge bombers lumber in, 
plop down on runways and 
casually sail away again to 
Burma, Guadalcanal, Dutch 
Harbor, Tebessa, Algiers, Lon- 
don, or to any other spot on 
the they’re 
needed in freedom’s offensive. 


globe where 


As America’s No. 1 war pro- 
duction center, the call of De- 
troit has sounded throughout 
the entire western hemisphere. 
Within two years, a half mil- 
lion people have flocked here. 
drawn by the magic of high 


DETROIT 


OF THE WORLD 


... IT’S EVER-INCREASING POPULATION 
HAS COME TO WORK, LIVE, BUY AND BE 
“REGULAR DETROITERS” 


and continuous work. 
Literally Detroit has become 
crossroads of the world. Just 


as the airplane made this war 


wages 


global, so Detroit, supreme in 
the and 
highway transport, becomes a 


production of air 


global city in its concepts. 


Detroit is hungry for millions 
of dollars worth of goods that 
contribute to the maintenance 
of civilian life. 
object. But 
want merchandise they can de- 


Money is no 
Detroiters 


pend on be proud to 


eat, wear and use. They want 
to see and buy goods branded 
with familiar 


famous and 


Che Detroit Free Press 


STORY, BROOKS & FINLEY, Inc., Nat'l Representatives 
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names. In short, Detroiters 
are definitely advertising 


minded and buy accordingly. 


In this the busiest spot on 
earth, The Detroit Free Press 
is the only morning newspaper 

. “autocrat of the breakfast 
table” 


more than a million readers. 


... the day’s starter for 


Exercising the most far-flung 
its one hundred 
twelve year history 


influence in 
... grow- 
ing faster . . . carrying more 
advertising, it is a “must” on 
any advertising list . .. a 
downright necessity in any De- 
troit sales plan. 


| months ending Sept. 30, 1942, spent 
| $566,536; CAB estimated that $396,- 
| 808 was an equitable figure. United 


agreed. 


Airline Disagrees 

| Chicago & Southern, on the other 
ihand, while admitting that its 1940 
'and 1941 expenditures are accu- 
|rately shown, points out that for 
| the first 11 months of 1942 it was 
| spending for promotion at the rate 
_of $5,500 per month, but that dur- 
|ing December of that year its rate 
‘of promotional expenditure was 
|increased to more than $13,000 per 
month, and that its plans for 1943 
|'—for which it has already made 
several commitments — called for 
promotion totaling about $120,000. 

The fact that TWA and United 
have accepted suggested reductions 
is said not to appease C&S, which 
feels that the “big four” in the air 
transport business, all of whom 
have been important advertisers 
over a considerable period of time, 
can afford to have expenditures cut 
temporarily without losing their 
position; whereas the smaller lines, 
which have heretofore been unable 
to advertise nationally, will be 
placed at a serious disadvantage 
competitively if their budgets are 
cut. 

CAB points out, on the other 
hand, that its “show cause” orders 
deal only with expenses which may 
be included in mail contracts, and 
that there is nothing to prevent 
C&S or any other airline from ad- 
vertising as much as it may feel 
wise by building up its airmail pro- 
motional allowance from profits or 
other operating or non-operating 
| income. 


Method Outlined 


The background of the show 
cause procedure is this: The board 
issues a show cause order, stating 
its tentative findings and conclu- 
sions, and the carrier upon which 
| it is served is asked to show cause 
| why the findings should not become 
| final. 

If the carrier objects, it may file 
an objection; then come hearings, 
and the carrier is afforded an oppor- 
tunity to show the board in what 
particular it made a mistake. 

CAB officials declined to comment 
on Chicago & Southern’s objection, 
which asked $120,000 for advertis- 
| ing as necessary to sustain its com- 
| petitive position against other air 
lines operating in its territory, nor 
could they say that an intangible 
argument—such as that of adver- 
'tising to maintain position when 
|competitive influences are absent is 
bound to be—is as convincing to 
'the board as is an argument where 
the contentions are concrete. 


Civilian Appeal “Non-essential” 


The backdrop of the controversy, 
and of CAB’s action, is the present 
reduced state of airline operations. 
| At their peak, the nation’s 18 air- 
,lines operated 365 planes. Half of 


“}/those are now serving the Army. 


| Consequently, “space advertising,” 
be e., advertising calculated to fill 
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/N ADDITION TO THE BAS/C 7... 

&AT ANY OTHER FOODS YOU WANT 
Keystone of the government's new nutri. 
tion program is this design centering the 
American family, circled by the slogan 
"U. S. Needs Us Strong—Eat the Basic 
7 Every Day." A color poster Presenting 
the seven basic nutrition food groups 
prepared by the Advertising Council 
will be ready for distribution within the 

next two months. 


seats, is deemed non-essential. The 
planes are now flying at 93% 
capacity, and carrying record ex- 
press loads. 

The CAB has expressed its ap- 
proval of institutional advertising, 
and last year specifically com- 
mended institutional and educa- 
tional advertising to airlines. The 
need for educational advertising js 
recognized, since one CAB spokes- 
man estimates that only %4 of 1% 
of the traveling public has 
flown a commercial air route. 

And, although it feels that altered 
circumstances demand reduced pro- 
motional expenditures, one CAB 
official declared: 

“The board’s attitude simply can- 
not be construed as an attempt to 
close down on institutional adver- 
tising.” 


‘Johnny Russell’ 
Crowded Out of ‘Digest’ 


Republication of Raymond Rubi- 
cam’s famous advertisement, 
“Johnny Russell, in Memorium,” in 
the April issue of Reader’s Digest 
was made impossible by the unusual 
length of the book digest in that 
issue and the paper shortage which 
forces the Digest to stay within 144 
pages, ADVERTISING AGE has been 
informed. 

At the time republication of the 
article was reported, it was set in 
type and scheduled for the April 
issue. 


ever 


Aurex Starts Drive 


Aurex, Inc., New York, has 
started a campaign in local news- 
papers, featuring the Aurex hear- 
ing aid. Lester Harrison ’ Associ- 
ates, New York, is the agency. 
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MORE VITAL NOW THAN EVER 
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$79 to $85 a month to place a 
factual advertisement for your 
product before more than. 52,-. 
000 active plant operating men 
in the larger plants in all indus- 
. . When and where they 
now look for their current oper- 
aM ating requirements. Details? 


| ar Write for “The TIEN PLAN.” 


INDUSTRIAL EQUIPMENT NEWS 
Thomas Publishing Co, 461 8th Ave, New York, N.Y. 
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North of tomorrow... 


but understanding is the only insurance 


Gaze on the globe topside . . . and 
of our future. 
To the insurance of our future, The 


geography goes gaga. Familiar places 
arein funny positions. Directions differ; 
ioht J pie h dd > American Magazine has concentrated its 
Mg a eft ecome up an _— *** columns and its contents . that a 
Diminished distances make great circle minority of intelligent Americans may 
have understanding, act as the anchor of 


courses superfluous. Air routes reorder 
the earth... It’s very confusing at first, national opinion and action. In treating 
topics of major importance, spotlighting 
significances, publishing authoritatively 


needs new orientation, new values... 

Today, we watch the world topside. ‘“‘in the service of the nation” . . . this 
A sultry island in the distant Solomons magazine has notonly general readership 
holds for a time our hopes and fears. but has increased its influence among 
Casablanca is meaningful onevery Main —_ people who make opinion as well as sales 
Street. Tunisia takes our gasoline and _ ...standsas the major medium for today! 
taxes. The armored coast of France The Crowell-Collier Publishing Company 
250 Park Avenue, New York City 


challenges civilization. Food symbolizes 


faith. The market in China’s millions 
may make the economics of tomorrow. 
E 


pees 


IN THE SERVICE OF THE NATION 


MCTGAN 


MAGAZINE 


Today’s world is hard to understand, 
TH 


“GOLD, DIAMONDS AND POISON DARTS”... Conan Doyle’s fabulous lost plateau in Venezuela is today 
the scene of a gold rush, site of diamond mines . . . lawless men, new hope, new land . . . In the issue out now 
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Cessna’s ‘Layaway’ 
Plan for Postwar 
Planes Makes Hit 


Wichita, Kan., April 8.—The lay- 
away plan for the purchase of 
Cessna Aircraft Company planes 
after the war, mentioned in the 
roundup of instalment-seiling-in- 
reverse plans published in the April 
5 issue of ADVERTISING AGE, has 
already met with a gratifying re- 
sponse, Prentiss Cleaves, Cessna 
advertising manager, declared to- 
day. 

“Although the advertisements 
have only carried this message for 
a month, we have received hun- 
dreds of requests for our priority 
plan,” Mr. Cleaves said. “We be- 
lieve our priority plan for preferred 
delivery of the Cessna Family Car 
of the Air after the war is both 
patriotic and practical—patriotic in 
the sense that it is stimulating the 
sale of war bonds, and practical in 
that we believe it will give us a 
concrete idea of the postwar pro- 
duction we can expect.” 


How Plan Operates 


Cessna’s plan is a simple one, but 
appears entirely workable. It is 


explained in a small folder in this 
way: 

“It’s simple and easy to get a pre- 
ferred listing for early postwar de- 
livery of a Cessna. Here is all you 
have to do: 

“Fill out and mail the enclosed 
card listing the denominations and 
serial numbers of all United States 
war bonds you now have and wish 
to set aside toward the purchase of 
a Cessna Family Car of the Air. A 
$25 war bond is enough to start. 

“As soon as this card is received 
at our office, we will advise you of 
your Tentative Priority Number. As 
you make future bond purchases 
you can list them in the same man- 
ner. 

“When you have listed a total of 
$500 in bonds, we will confirm your 
Priority Number. 


No Obligation Involved 


“You will thus be the first among 
your friends to receive a Cessna 
Family Car of the Air after the war. 
Delivery will be made in strict ac- 
cordance with Confirmed, Priority 
Numbers. You~-are under no obli- 
gation to purchase a Cessna Family 
Car of the Air if you wish to divert 
your bonds to other purposes. 

“By using this plan, you will be 
helping our country to win the war 
and helping yourself towards enjoy- 
ing the safety, speed and comfort 
of a Cessna Family Car of the Air.” 

Appearance of the first magazine 
advertisement featuring Cessna’s 
priority delivery plan drew an 


unsolicited letter from Thomas H. 
Lane, chief of the advertising sec- 
tion, War Savings Staff, saying» 
“We want to thank you for this and 
tell you how much we appreciate it. 
Since we have no advertising appro- 
priation of our own, it is only 
through the generous and patriotic 
cooperation of private advertisers 
like yourself that we can utilize the 
channels of advertising to bring 
home our message to the American 
people.” 

Gardner Advertising Company, 
St. Louis, is the Cessna agency. 


Boothby Is Co-Manager 
of Ideal Chicago Office 


S. F. Nelson, ‘ vice - president 
and advertising director of Ideal 
Women’s Group, New York, has 
announced the appointment of Clark 
Boothby, for the past 11 years with 
Fawcett Women’s Group, as co- 
manager of the Chicago office. He 
was formerly with the Chicago 
Tribune and The American Weekly. 

Ideal Women’s Group, made up 
of Movie Life, Movies, Movie Stars 
Parade and Personal Romances, has 
enlarged its Chicago offices at 360 
N. Michigan Ave. 


MacLean Raises Price 
MacLean Publishing Company, 
Toronto, has announced that effec- 
tive with the May 1 issue the price 
of Maclean’s Magazine will be 
raised from 5 to 10 cents a copy. 


There’s not another like it! 


Probably the most novel and representative insignia in all the armed forces is 
this design of the Twenty-seventh Division, formerly the National Guard of 
New York. Worked into the pattern are the seven stars of the constellation 
Orion . . . a-unique method of honoring Major General John F. O’Ryan, who 
was the only National Guard Officer of his rank to go to France. In the six months 
that the division was under fire, it achieved an enviable record during combat in 
Northern France and Belgium. But Victory in 1918, as it must today, required 
a price, and two thousand of the Twenty-seventh’s courageous men now “sleep 
where poppies bloom.” The love of Liberty, for which two thousand men laid 
down their lives a generation ago, is no less strong in the hearts of the young 
Americans who, today, fight under the proud emblem of the Twenty-seventh. 
Let us hope that their courage and devotion will this time bring a just and lasting 
peace for all mankind. 


* * 


. 


The respect and friendliness with which the people of Southern New England 
turn to WTIC, and the unusually high radio ownership which exists here are 
your guarantee of an audience for your sales message. The per family income 
figures for this area are your guarantee that, having heard your message, they 
possess the means to do something about it. That’s why we say 


There’s not another like it! 


a 
— 


COMPLETE ATLANTIC BASEBALL BROADCAST PLANs 


Completing plans for Atlantic Refining Co.'s major league baseball broadcasts 
over the Yankee Network are, left to right, front row, John Shepard 3rd, general 
manager of the Yankee Network; Eddie Collins, vice-president and general man- 
ager of the Red Sox; Joseph R. Rollins, Atlantic ‘advertising manager; John Quinn, 
secretary of the Boston Braves; and Les Quailey of the radio department of N. W. 
Ayer & Son, Atlantic agency. Back row, left to right, are W. Wallace Orr, Ayer 
account executive; Linus Travers, executive vice-president, and Gerald Harrison, 
director of station relations of the Yankee Network. 


Schlitz Includes 
Choice of Dates 
in New Schedule 


Chicago, April 8.—In line with an 
appeal from the ANPA asking wider 
use of optional insertion dates, Mc- 
Junkin Advertising Company re- 
leased a preliminary newspaper 
schedule this week permitting 
changes in dates when copy is to 
appear for the Jos. Schlitz Brewing 
Company, Milwaukee. 

The schedule includes an exten- 
sive list of newspapers, with the 
first insertion planned for April 15. 
With the schedule, the agency sent 
a letter to each publication explain- 
ing that it had discussed with 
Schlitz the appeal from Cranston 
Williams, general manager of the 
American Newspaper’ Publishers 
Association, bearing on optional in- 
sertion dates. Both the brewer and 
its agency are anxious to cooperate, 
McJunkin pointed out, in helping 
newspapers meet newsprint and 
production problems by giving them 
the choice of several insertion dates. 

Schlitz prefers to have the adver- 
tisements inserted on Thursdays, 
the letter said, and these dates are 
listed on the orders. “Should it 
serve your purposes better, how- 
ever, you may substitute any Wed- 


|nesday dates or Tuesday dates in- 


stead of Thursday dates. Our second 
choice is Wednesday and our third 
choice is Tuesday,” the letter said. 
Should a change become neces- 
sary, the agency continued, the ad- 
vertisement should at least appear 
during the week for which it was 
originally scheduled. It asked the 
dailies to advise the checking and 
billing departments, as well as 
Schlitz wholesalers in the respective 
cities, of all necessary changes. 


Ballantine Will 
Launch Newspaper 
Campaign in East 


New York, April 8.—P. Ballantine 
& Sons, Newark, brewer of beer and 
ale, will augment its present adver- 
tising campaign with a list of more 
than 100 newspapers in cities east 
of the Mississippi. 

Initial advertisements will appear 
April 15 and will run regularly 
through March, 1944. Units of 775, 
900 and 1200 lines are to be used. 
The new series will be written in 
rhebus style, with small illustra- 
tions interspersed throughout the 
copy. The newspaper campaign has 
also been adapted to panel posters 
and car cards. 

J. Walter Thompson Company, 
New York, is the agency. 


Acme Appoints Copley 
Copley Advertising Agency, Bos- 
ton, has been appointed by the 
Acme Electric Heating Company, 
Boston, 


ing equipment for industrial, 


mercial, marine and_ institutional | 
applications. Business publications | 
will be used. 


Yerby Joins Seaboard 


Frank B. Yerby, formerly with| 
T. J. Cordoza, San Francisco book-| 


binder, has been appointed sales 
manager of the Seaboard Paper 
Company, San Francisco. 


for advertising of Acme] 
precision controlled electrical heat- | 
com- 


Anfenger Agency Adds 
Two New Accounts 


Anfenger Advertising Agency, St. 
Louis, has been appointed by Dazey 
Churn & Mfg. Company, St. Louis, 
to handle advertising of its com- 
plete line of Dazey can openers and 
other household appliances, and 
Dazey churns. National magazines, 
business papers and newspapers 
will be used. 

Anfenger also has been appointed 
by Pascagoula Decoy Company, 
Pascagoula, Miss., for its Duckoys, 
oars and Klodhoppers. The agency’s 
New Orleans office will service the 
account. 


Wallace-Ferry-Hanly 
in New Quarters 


Wallace - Ferry -Hanly, Chicago 
agency, moved to its new home at 
430 N. Michigan Ave., over the 
week-end. 

The new telephone number, sub- 
ject to change, is Sup. 4462. 


BALTIMORE'S BLUE 
NETWORK 
OUTLET 


George H. Roeder, Gen. Manager 
= National Representotives: oa 

SPOT SALES, INC. | 
New York - Chicago - Sen Froncisco 
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HERE'S THE MEDIUM 
ST. PAUL PREFERS 
BY VOTE OF 2 TO 1 


mir aoe, ges 


= SA. Banl Proneee Pres 


HEN Ross Federal Research Corporation sampled the 
St. Paul market recently, to find out about buying 
habits, one of the direct questions asked Mrs. Housewife 
was: “What form of advertising influences you most?” Be- 


7?” 
“WHAT FORM OF ADVERTISING INFLUENCES YOU mos 


— Ross-Federal Research Corporation 


* ourth Fifth Sixth No 
1000 Interviews i e Choice Choice Total 
were made Choic 


% tw 
NEWSPAPER 


SHOPPERS 24.9 12.3 10.4 


20.8 17.6 10.3 


fore the echo of the last voice had been heard it was well 
established that newspapers were the buyers preference. 


First choice was newspapers, by a vote of 2 to 1 over the next 


RADIO 

MAGAZINES 
HANDBILLS 
BILLBOARDS 1 6 


4 3.4 
Don't Know 3.4 3. 
No Further Choice 44.0 64.7 85.8 92.5 95.1 90.9 


2 28 49 media. A vote for newspapers in St. Paul is a vote for the 
a 11 - Dispatch Pioneer Press—the only newspaper in St. Paul— 
2 a the oldest newspaper in the Northwest. 


The results of this survey prove conclusively that advertising 
dollars get more attention in these great newspapers than in 
any other media. 


THE 2 TO'1 PREFERENCE for the Dispatch-Pio- 
neer Press is shown in this tabulation from the Ross Federal 
Survey. Write for it today. In addition to facts on media 
preference it is packed with important information from 
St. Paul housewives about your product and other products, 
from baby food to yeast. It will help you in planning your 
advertising’ in this fertile market. 


OTHER FACTS TO CONSIDER: 


Less than 10% of St. Paul families take a Minneapolis paper 
daily. Less than 20% Sunday. 


The Twin Cities with a population of 780,106 represents the 
9th largest market in the United States.' 


The Dispatch-Pioneer Press leads all Northwest papers in 
total advertising linage. 


St.Paul Dispatch 
Pioneer Press 


RIDDER-JOHNS, INC., National Representatives, New York, Chicago, Detroit, St. Paul 


Twin Cities ... The 9th Largest Market 
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E oo wee si 


Wurlitzer Ready 
for Postwar Music 
Boom; Starts Drive 


Magazines to Carry 
Copy; Now Engaged in 
War Production 


(Picture on Page 43) 

Chicago, April 7.—Anticipating a 
postwar: boom in the music industry, 
the Rudolph Wurlitzer Company 
next month will launch the first 
national institutional advertising 
campaign in its history. 

“All Wurlitzer manufacturing fa- 


cilities are now engaged in war 
work,” R. C. Rolfing, president, 
explained, “but we are looking 


ahead to the future. Once peace 
returns, we shall be better equipped 
than ever to produce the instru- 
ments which have made the Wur- 
litzer name a by-word for music in 


this country. While dealers will 
have little or no Wurlitzer mer- 
chandise to sell for the duration, | 
this advertising will serve to keep 
the name constantly before the 
public.” 

In peacetime, Wurlitzer manufac- 
tures pianos at its DeKalb, Il1., 
plant, accordians, automatic phono- | 
graphs and other instruments at the 
North Tonawanda, N. Y., factory, 
and operates a chain of retail music 
stores in principal cities. Its new 
campaign will include a series of 
full-page, full-color advertisements 
beginning with the May issue of 
Better Homes & Gardens, promoting 
Wurlitzer institutionally, and an- 
other series of full-page, full-color 
messages in Look, dramatizing the | 
Wurlitzer juke box and the role it | 
is playing in entertaining the armed 
forces at home and overseas. The 
company will continue to use news- 
paper space in connection with its 
retail stores, although not on a pre- 
war scale. The magazine series is 
to run for the duration, on a 
monthly basis if space permits, at 
which time Wurlitzer hopes to have 
built up a larger market than ever 
for the musical instruments it can 
then produce again. 

Headlined: “A Piano in Every 
Home,” the opening advertisement 


Merchandising 


i. Saves 
for National Advertisers — 


CEDAR RAPIDS — 


\ 


2.8 #8 


Iowa's Advertising Linage Leader 
for the Past & Consecutive Years 


Represented Nationally by 


ALLEN-KLAPP CO. 


4 W_ YORK CHIC x Ree 


in the Better Homes & Gardens| heard in theaters throughout the | studios maintained in connection 
series lists “wider opportunities for| world. Then, as organs declined in 


the enjoyment of music” among the) popularity, 


blessings which will emerge in the 
postwar world. “Living in a world 
of greater security, more of us will 
turn to music for recreation and 
inspiration,” the copy continues. 
“More of us will be able to give 
our children the many advantages 
that go with ability to play a musi- 
cal instrument. May we not, then, 
look forward to a piano in every 
home ...a piano more than ever 
a necessity for every family?” With 
the return of peace, the company 
pledges that it will “resume leader- 
ship in moderate piano styling, 
quality and value.” 

Illustrations by leading artists 
will accompany this series. 

Before the advent of sound movies 
the “mighty Wurlitzer” organ was 


Wurlitzer concentrated 
on piano manufacture, stimulating 
the trend toward compact models 


by creating the streamlined Spin-| 


nette, which it merchandised ag- 
gressively. Thanks to modern styl- 
ing, advanced tone engineering and 
innovations such as a plastic fabric 
finish, the company claims to have 
sold more pianos than any other 
manufacturer during the past four 
years. 


Pioneered Instruction Idea 


In addition to the Wurlitzer chain 
of stores, more than 650 dealers 
retail Wurlitzer-made pianos and 
accordians. Wurlitzer’s own stores 


with each store have taught more 
than a quarter of a million students 
to “learn to play the Wurlitzer 
way” during the past decade. 

Schwimmer & Scott, which has 
handled advertising and merchan- 

ing for the store chain for a 
number of years, has been ap- 
pointed to handle the new institu- 
tional campaign. Walter Schwim- 
mer is account executive. 


Klages Advanced 


Norman L. Klages, a member of 
of the staff of Reliance Life Insur- 
ance Company, Pittsburgh, for 22 
years, and formerly assistant adver- 
tising manager, has been named 


are credited with pioneering the | advertising manager of the com- 
instrument - plus - instruction mer-| pany. He succeeds R. C. Braun, 


chandising idea, and 


teaching | who resigned to move to California. 


Retailers Aid U. S. with 


ee 


Space on ‘Bond Tuesday’ 


To assist the U. S. Treasy, i 
selling $13,000,000,000 worth of’ \.,. 
bonds in April, the Nationa] Rp... 


Netaji] 


Dry Goods Association wi}; ask 
member stores to make each Tyec_ 
day for the duration of the driv, 
“Bond Tuesday.” 

Under this plan particip ting 


stores will devote part of the aq. 
vertising space commonly use; 
merchandise promotion to the 
of war bonds. 


lor 
sale 


Joins “World-Telegram’ 
Harry Jenkins, formerly 
advertising manager of the Ney 
York Times, has joined the Ney 
York World-Telegram in a sim.\ar 

capacity. 


retail 


Above—At Foria- 
gut Naval Train- 
ing Station on 
Lake Pend 
Oreille. 


Left—At Pasco, 
Wash. naval 
aviation base. 


Right—A_ Flying 
Fortress at Gei- 
ger Field near 
Spokane. 


i 
% 


Above right—Spo- 
kane trade 
school where 
students and in- 
structors are 
working virtual- 
ly 24 hours a 
day. 


Right—Planning a 
day's field train- 
ing schedule at 
Fort George 
Wright. 
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Seiberling Steps 
Up Budget for 
1943 Campaign 


Cleveland, O., April 6.—Substan- 
tially increasing its advertising 
appropriation over 1942, Seiberling 
Rubber Company plans to employ 
national magazines and_ business 
apers to tell its story to consum- 
ah and dealers. 

The schedule calls for color ad- 
vertisements in Collier’s and The 
saturday Evening Post, with black 
and white copy in American Maga- 
sine, Country Gentleman and News- 
week. General purpose of the insti- 
tutional campaign is to show what 
Seiberling is doing to help win the 
war, detail new developments in its 


manufacturing, and point to post- 
war benefits when consumer pro- 
duction can be resumed full tilt. 
Conservation of rubber is promoted 
in each advertisement, with auto 
drivers urged to visit their Seiber- 
ling dealers regularly. 

Dealer publication advertise- 
ments, including two-page color 
bleeds and single black and white 
pages, reproduce the magazine copy 
and tell independent tire dealers 
how Seiberling is using its 1943 
campaign “to direct millions of car 
and truck owners to you for expert 
tire saving service.” Farm and 
truck user papers are carrying a 
truck tire campaign, and portions 
of this copy also are included in the 
dealer advertisements. 

The Seiberling mechanical prod- 
ucts division has launched a special 
semi -institutional campaign in 


Modern Industry, starting with the| 
April issue, to discuss mechanical 
and engineering developments. 
Half-page advertisements will be 
used throughout the remainder of 
the year. 

Meldrum & Fewsmith handles the 
account. 


Abelew Joins Pflaum 


Berne Abelew, formerly a copy- 
writer with United Advertising 
Companies, Chicago, has joined 
Stanley Pflaum Associates, Chicago, 
in the same capacity. 


NAEA Sets Date 


The annual conference of the 
Newspaper Advertising Executives 
Association will be held at the Hotel 
Pennsylvania, New York, June 7-9. 


Lemperly Heads 
Sherwin-Williams Sales 


Charles M. Lemperly has been 
appointed director of sales and dis- 
tribution of Sherwin-Williams Com- 
pany, Cleveland, and will retain 


executive supervision over the ad-| 


vertising and publicity departments 
which he has managed for many 
years. 

Mr. Lemperly joined Sherwin- 
Williams’ advertising department in 
1907, becoming advertising man- 
ager in 1914. 


Prater to Anfenger 


George L. Prater, for the past six 
years general sales manager of 
Wolff Printing Company, has joined 
Anfenger Advertising Agency, St. 
Louis, as vice-president. 


WU PURVALE 


FORANE 


SPOKANE DAILIES HELP 
WELD 522 COMMUNITIES 
INTO ONE GREAT 


ghiting Unit/ 


Two major factors have made the SPOKANE area the 
center of great defense and war activity. 1. The area's 
strategic location EAST of the rugged Cascade range of 
mountains. 2. The fact that Grand Coulee dam, greatest 
potential source of electrical energy on earth, started 
producing power two months before the Japanese at- 
tack on Pearl Harbor. The Spokane area's big dam is 
being developed so rapidly that it will surpass Niagara 
Falls as a source of power for the United States by the 
end of 1943. In a year Spokane County has become a 
highly important light metals center. In a year, the coun- 
try’s 2nd largest Naval Training Station. with a prospec- 
tive personnel of 40,000, has been located on one of the 
Spokane area's lakes. Air fields have been expanded, 


ce 


Advertising Representatives 
JOHN B. WOODWARD. 


New York—Chicago—Detroit 
San Francisco—Los Angeles 


MORNING 


Spokane, Washington 
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EVENING 


wat 


INC. 


EVIEW 


SUNDAY 


pokane Daily Chronicle 


> 5 F i eee * 
a ee See a4 


Color Representatives 
SUNDAY SPOKESMAN-REVIEW 
COMIC SECTIONS 


Metropolitan Sunday Newspapers. 
Inc. 


Each dot shown on the map 
represents 10 Spokane daily 
pepe:s distributed in one day. 


great supply depots built. a million dollar army hospi- 
tal constructed. Contracts have been let for from $325.- 
000,000 to $375,000,000, while several hundred millions 
more in contracts are soon to be let. 


Because Spokane is more than 


300 miles distant from 


any other city of comparable size, the people in 522 
cities and towns of the district depend primarily on the 
Spokane dailies for news of the war, including news of 
war activities and needs in their own community. Every 
phase of the war effort is dealt with fully and authori- 
tatively by the Spokane dailies. They are a tremendous 
factor in welding the three-quarters of a million people 
who reside in Spokane and its Inland Empire into one 


great fighting unit. 


; 
ad 


Hes 


| "HEALTH MESSAGE' 


| Till DOC Comes Marching Home... 
| 4 


| 
| 


& MESSACE TO THE “FOLKS aT HOME 


Bo Premee Mame Sermap Wree Omwtber Brow ee 6 


Weinberger's department store, Youngs- 
town, O., brings a health message to "the 
folks at home" to help keep the populace 
in good shape despite the shortage of 
doctors. Advice on vitamins, accident 
| prevention and home nursing features 
this newspaper copy. 


McGee Joins Bureau 


Don L. McGee has joined the 
Chicago sales staff of the Bureau 
of Advertising, American News- 
paper Publishers Association. He 
was formerly with Wilson & Co., 
Chicago, where he was in charge of 
|advertising and sales promotion of 
| Ideal dog food, and before that, was 
with Blackett-Sample-Hummert. 


Weaver Opens Agency 


Arthur J. Weaver has resigned as 
general sales manager of Stations 
KOIL, Omaha, and KFAB and 
KFOR, Lincoln, Neb., to head his 
own advertising agency. Head- 
quarters will be in the Insurance 
building, Omaha. 
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Fallacies in Grade Labeling 


The hue and cry regarding grade 
labeling resulting from the probable 
decision of OPA to withdraw its 
regulations on this subject affecting 
the canned goods industry may rep- 
resent the real consumer viewpoint, 
but we are inclined to believe that 
it is simply the reiteration of the 
arguments of the professional con- 
sumers who would like to do some- 
thing to reduce the popularity of 
branded, advertised products. 

Their position is based on the as- 
sumption that the average house- 
wife is unintelligent and needs to 
be protected from her own ignor- 
ance. As a matter of fact, the typ- 
ical American woman, who is 
charged with the responsibility for 
the expenditure of hard-earned dol- 
lars, plus ration points, is a keen 
student of merchandise values, and 
has learned by experience what 
products offer most in quality and 
service. She knows that price is 
not necessarily the determining fac- 
tor, and when she finds an identified 
product that gives her full satisfac- 
tion, that is the brand she goes back 
to time after time. 

That is why advertised brands 
serve a useful purpose for the con- 
sumer as well as the merchandiser. 
No brand continues to sell to the 
same customer unless it is satisfac- 
tory. Hence the question of quality 


the easy method of _ identifying 
known and established quality. The 
consumer’s own experience thus is 
the basis of the value of the brand, 
since to her it means simply the 
convenient method of identifying a 
product that has made good in her 
own household. 

The idea that grade labeling will 
put all brands on an even basis as 
far as quality is concerned is an- 
other fallacy. Given the same speci- 
fications, one manufacturer will 
turn out a superior product, and 
will win consumer acceptance for 
that reason. Anybody can make 
aspirin tablets, for example, but 
consumers have shown decided 
preference for certain brands, even 
though all are made according to 
the same formula. As one manu- 
facturer recently put it, you can 
give two cooks steaks of equal qual- 
ity, but the results on the table will 
differ widely. 

Yet it is true that establishing of- 
ficial government grade labels is a 
move toward standardization that 


progress in the improvement of 
products, and hence impair the 
services of manufacturers to the 


/consumer. That is why Mr. Brown, 
head of OPA, may wisely decide 
that such a radical change as is in- 
| volved in grade labeling is a matter 


might very well hamper and restrict | 


v 


CAa 


| “ A 
| subscribers to determine the extent 


Pat. Wd. Muddle comp 
Reproduced by special permission of The Saturday Evening 
Post. Copyright, 1943, by The Curtis Publishing Co. 
| “Will Private Brody get dishwater hands? . . . Is the Mess Sergeant going to be 
cross as a bear? ... Will Private Larkin talk back to any more Noncoms?... 
Get over to the Mess Hall, you K. P.'s, and find out!" 
| Ad-libbi 
-li ing 
*Peanuts and ‘E’ Awards jradio advertising. The politicos 


| The awarding of Army - Nav 
“E”’s must be pompous, formal 
‘sort of affairs, with speech-making 
‘by brass hats, dignitaries and ex- 
ecutives leaving the impatient pro- 
duction workers standing on pins 
and needles anxious to get back to 
work. 

But, when you get peanuts, pop- 
corn and Cracker Jack, plus the 
‘smell of the circus, along with the 
|formalities, then the award cere- 
/ monies become something the work- 
‘ers anticipate with mixed feelings 
|of patriotic fervor and gleeful, dem- 
/ocratic curiosity. 

Carl L. Norden, Inc., manufac- 
turer of the famous bombsight, has 
been decorated twice with the “E” 
for production. But the third one, 
|to be presented April 13, will be the 
payoff. 

This one will take place at Madi- 


|taken over for that night by Norden 
for its employes, families and 
guests. According to a Norden ex- 
ecutive, the speechmaking is going 


make way for Barnum & Bailey’s 
circus. 

The Norden people feel, added 
this same executive, that by this 
unusual and unprecedented pro- 
cedure, a concrete example of an 
|inherent American birthright be- 
comes boldly manifest, the right to 
go to the circus—and eat peanuts, 
popcorn and Cracker Jack. 


Political Ad 

It has been this columnist’s 
‘opinion for many a long year that 
advertising, which speaks so fluently 


and value is reduced to the simple|for legislative action rather than #"4 S0 persuasively when it sells 


test of use, and the brand becomes 


administrative directive. 


That Treasury Advertising Bill 


There has been much speculation 
regarding a bill which it is reported 
Senator Bankhead, of Alabama, is 
thinking about introducing, and 
which would not only empower the 
Treasury to advertise war bonds, 
but would also specify the kinds of 
advertising to be done and require 
certain media to be used in a defi- 
nite ratio to total expenditures. The 
most recent report from our Wash- 
ington editor is that the Senator is 
“thinking about it,” but we hope 
his decision is that the bill should 
remain in his private pigeon-hole. 


In the first place, the Treasury | 


does not need legislation to author- 


ize it to advertise. It has that power | 


now. Of course, it would require 
an appropriation to do the sort of 


advertising which would be re- 


quired if the government undertook | 


to provide all of the necessary pro- 
motion for the huge sales of war 
bonds now being successfully dis- 
tributed to the public through the 
cooperation of financial 
and advertisers in general. 


interests 


, Second, and more important, is 
the fact that if the Treasury were 
| given specific authority and the 
|necessary appropriation for a huge 
| advertising drive to sell war bonds, 
}its hands should not be tied by 
penserwroepy intended to channel ad- 
| vertising funds into certain specified 
| media. 
on a political basis, and would in- 
sure the sort of political log rolling 
which is perhaps the best argument 
against extensive advertising by 
| governmental agencies. If the 
Treasury is to advertise bonds on 
its own account, then its hands 
should not be tied as to the manner 
in which the job should be done. 
That should be determined by ex- 
pert judgment based on what 
| found to be most effective. 

We don't like to see government 
|regimentation of advertising by pri- 
vate enterprise, and we are equally 
opposed to regimentation of the 
government’s own advertising by 
jthe application of a legislative 
straitjacket. 


is 


This would put advertising | 


toothpaste or gasoline or diaper 
|services, becomes strangely inept 
and tongue-tied when 


same copywriter who wouldn’t be 
| caught dead writing a stuffed shirt 
ad for a packet of bobby pins turns 
out the stiffest, starchiest piece 


imaginable when he tries to get an | 


abstract idea across; and the same 
business executive who insists on 
sex and glamor and soap operas to 
sell his product goes all-out on dig- 
‘nity when he tries to sell himself. 
The war has done a good deal 
|to acclimate copywriters and execu- 
| tives alike to the public-service- 
copy atmosphere. After a good deal 
of fumbling and hysterical 
jemolation, much decidedly worth- 
while material has been developed 
in this field. 
field, the effectiveness and the 
power of advertising continues to 
be noticeable principally because of 
its absence. 

With one or two notable excep- 
| tions, the advertising and promotion 
that is built up around a political 
campaign can be described only as 
hogwash; it says nothing in the 
clumsiest, most unattractive manner 
|possible, and if it has any effect 
jat all, that effect can usually be 
measured only with a micrometer. 
|The same holds true for political 


son Square Garden, which has been | 


to be short and sweet, in order to| 


it wanders | 
into the realm of selling ideas. The | 


self- | 


But in the political | 


|have heard that radio is a powerful 
‘selling tool, so they buy as much 
| radio time as they can afford. But 
|they don’t use it—they misuse it, 
jand in general the net result of 
'their long-winded, poorly delivered 
‘speeches is a drop in listenership 
\for the stations that carry their 
programs, and a concerted sigh of 
relief on the part of the harassed 
public when the polls are finally 
opened and the mouthings of the 
politicians once more give way to 
\the fast patter and the fast music 
and the sentimental whimsies the 
|public wants to hear. 

Only one advertisement that we 
|would classify as selling copy ap- 
|peared in connection with last 
| week’s mayoralty campaign in Chi- 
cago—the effective piece reproduced 
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COME OUT AND VOTE IN TUESDAY'S ELECTION! 


|really believed that their real prob- 
lem (as it probably was) was to 
get out the largest possible vote, 
the selling idea behind this adver- 
tisement might have been developed 
into a powerful campaign theme of 
real effectiveness. But it wasn’t; it 
was used once, the day before vot- 
ing, and its chance to do a real job 
was thereby vitiated. Nevertheless, 
this particular copy makes good 
sense, and it is our belief that the 
same idea will appear elsewhere 
from time to time. Maybe some- 
time someone will actually prove 
its worth as a political selling tool. 
| This copy was turned out by 
Aubrey, Moore & Wallace. 


| Jottings 

The press department of WJJD, 
Chicago, is still apologizing for bill- 
ing Dr. Preston Bradley, Chicago 
clergyman, for a talk on “Immoral 

| Love,” instead of “Immortal Love,” 

‘but a wag wants to know if there 
is really any difference. . . 

Copy (copiously illustrated) for 
the current attraction at Chicago’s 
Rialto theater: “6 ft. 4 in. tall... 
195 pounds. Her mighty self! The 
devastatin’ doll with the block- 
bustin’ beauty! Superwoman Lois 
de Fee. A mountain of marvelously 
modeled mama!” ... 


| 
} 


No. 2149. Cover to Cover. 


The United States News has 
issued this report on a survey of jt. 


of cover-to-cover readership of the 


publication. Figures are given fo; 
the number of readers who identj- 
fied themselves as cover-to-cove 
readers, with other percentage; 
showing the number of features 
read regularly and the ranking of 
various features. 

No. 2150. The Salt Lake Market. 


The Salt Lake Tribune-Telegram 
has issued this folder which out- 
lines the rise in population, payrolls 
and retail sales in its four-state 
market. Coverage, daily and Sun- 
day, along with number of families 
and occupied dwellings, is tabulated 
by counties and key cities. 
No. 2151. Muskogee, Okla., 

keting Data. 

This new folder has been issued 
by the Oklahoma Press Publishing 
Company, showing market data for 


Mar- 


Muskogee, including population, 
wholesale and retail outlets and 
sales. A county map shows the 


retail trading zone and the alloca- 
tion of circulation of the Muskogee 
Phoenix and Times Democrat. 


No. 2152. A Collector’s Item 
Timebuyers. 

Radio Station WOW, Omaha, has 
issued this brochure, which it has 
labeled the first mail map ever 
issued which conforms to all stan- 
dards recommended by the Four 
A’s, Radio Executives Club and the 
research and broadcast advertising 
divisions of the NAB. The new 


for 


coverage map is the result of a 
year’s study of mail received from 


| WOW listeners in a 12-month period 
| prior to Nov. 1, 1942. 


No. 2134. 
Event. 
The Chicago Sun has issued this 
brochure, which announces a new 
woman’s page feature designed to 
help parents solve wartime prob- 
lems in connection with child care, 
and gives the details of the promo- 
tion campaign being put behind the 
three-times-a-week articles written 
by Mary M. Aldrich which start in 
the March 14 issue of the Sun. 


No. 2136. 199 Ways to Sell Creative 
Printing in Wartime. 

Many old customers are out of the 
market for the duration, Oxford 
Paper Company points out in th 
brochure, and lists numerous sug- 


Announcing a Blessed 


gestions for finding new printing 


business to replace the old. 


No. 2139. Color Standards. 


General Printing Ink Corporatio 
has issued this check list of 34 colo 
standards and color systems used i 
industry and science—a convenien' 
summary of progress iti color stand 
ardization. 


No. 2141. There Is No Substitut 
for Selling Power. 

A study of advertising volum: 
forms the basis of this brochure 
which has been issued by the Phila 
delphia Inquirer. Tablés and graph 
show the total linage picture, fol- 
lowed by an analysis of retail fig 
ures, general advertising and class! 
fied volume. 


No. 2101. An Investigation. 


In this brochure, issued by The 
United States News, an industria! 
advertiser conducts an investigatior 
to find out how many key men 
there are in official Washington and 
how to insure that his advertising 
will be read by them. At the hear- 
ing the four weekly news magazines 
are called to testify in their own 
behalf. 
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‘cripps-Howard 
looses Blast af 
\).5.-Paid Copy 


Morgenthau Refuses 
Comment on Proposed 


Bankhead Bill 


Washington, D. C., April 7.—The 
question of government advertising 
remained quiescent this week, with 
rumblings from the direction of the 
Treasury indicating that it would 
be likely to remain so. 

In the meantime, the question 
was further livened by Sen. Ray- 
mond Willis of Indiana, who an- 


nounced that he was seeking a 
way in which the government could | 
pay newspapers—particularly small | 
dailies and weeklies—“to channel 
information to the people without | 
compromising the editorial policy of 
the newspapers or establishing the | 
embarrassing inference of a | 
sidy.” 

The Scripps-Howard newspapers, | 
always hostile to paid advertising| 
by the government, took prompt) 
exception. In an editorial entitled | 
“We Want No Subsidies,” the Wash- | 
ington News snapped: 


Would “Sacrifice Independence” 


“Government payments to news- | 


papers for printing news would be 
subsidies, no matter by what name 
they might be called. And the press 
cannot accept subsidies without sac- | 
rificing independence and _ public) 
confidence. . . | 
“The most important domestic | 
news at this time is information 
about what the government does. . 
it is the business and duty of a} 
newspaper to print such informa- | 
tion. Why should the government | 
pay it todo so?... 
“Any newspaper which accepts | 
government pay for ‘channeling | 
information to the public’—that is, | 
for printing news—is certain to} 
discover that the bureaucrats and | 
politicians who control the pay- 
ments will expect that newspaper | 
to surrender its right to criticize | 
government policies. 
“We want no subsidies. We be-| 
lieve that the overwhelming major- | 
ity of American newspapers, small | 
and large, want no subsidies. The 
existence of a free press depends 
on publication of news as collected 
by its own reporters. When news- 
papers go on the government pay- | 
roll to print what the government | 
wants them to print, the American | 
press as we have known it will! 
die.” 


Hasn’t Reached Senate 


| 

Thus the argument for paid gov- | 
ernment advertising was shifted to | 
an old and familiar tack. The Bank- | 
head bill, which would provide for | 
payment of 25 or 30 million dollars | 
for the advertising of Treasury | 
bonds, at least half in country | 
weeklies (AA, April 5), was still | 
conspicuously absent from the Sen- | 
ate floor. 

The question was raised in Sec-| 
retary Henry Morgenthau’s press 
conference. Asked to comment on 
the Bankhead or other proposals 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion, 


| 
seeking paid Treasury copy, the 
secretary coughed slightly, and 
said: “No comment.” 

The Congress, scrupulously avoid- 
ing any inference that the freedom 
of the press might be impinged, 
pricked up its ears at the details 
of the Bankhead bill. During the 
week, several Congressmen called 
the Treasury, and one wrote sug- 
gesting that more of the Treasury’s 
advertising appropriation be spent 
in weekly newspapers, particularly 
the weeklies of his home state. 


Named Sales Manager 


Robert I. Garver, a member of 
the sales staff of Station WJZ since 
1942, has been named to the newly 
created post of sales manager of 
that station, New York outlet for 
the Blue Network. 


Mrs. Stote to Edit 


Haire Baby Wear Paper 


Mrs. Dorothy Stote has been 
appointed editor-in-chief of Infants’ 
& Children’s Wear Review, New 
York, a Haire publication. She suc- 
ceeds Mrs. Crete Dahl, who has 
resigned to become assistant direc- 
tor of women’s personnel at the 
Waldorf-Astoria Hotel, New York. 

Mrs. Stote was formerly fashion 
editor of McCall’s and copy chief of 
the women’s division of N. W. Ayer 
& Son. 


Rowe Advanced 


W. G. Rowe, an account executive 
with Carter- Owens Advertising 
Agency, Kansas City, since 1938, has 
been elected vice-president and 
assistant manager of the agency. 


John Middleton, Inc., 
Appoints Gray & Rogers 

John Middleton, Inc., Philadel- 
phia, has appointed Gray & Rogers, 
that city, to handle advertising for 
its entire line of tobaccos, cigarets, 
cigars, pipes and smoking accesso- 
ries. 

A national campaign to promote 
a special type of tobacco, as yet 
unnamed, is being planned and will 
be launched shortly. 


CBS Adds Latin Link 

The Columbia Broadcasting Sys- 
tem’s Latin American network, 
Cadena de las Americas, has been 
further expanded by the addition 
of Radio America, Lima, Peru. This 
is the 97th CBS South American 
outlet. 


\Chapman Handles Two 
Michigan Campaigns 

Chapman Advertising Agency, 
Detroit, has been named to handle 
a campaign centered in Detroit, 
Grand Rapids, Flint and Lansing 
for Michigan Allied Poultry Indus- 
tries, Inc., in which eggs and poul- 
try products will be featured as 
“top hat victory food.” 

The agency will also handle a 
campaign for Michigan Potato 
Growers Exchange, which will de- 
vote most of its effort to Detroit, 
using newspapers. 


Elected to ABC 


Radio Service-Dealer, New York, 
has been elected to membership in 
the Audit Bureau of Circulations. 


(7) fishback IS A WORKING VERB! 


When Business Week's editors drop-in a parenthesis which says, for in- 


stance, (BW—Mar.20'43,p15) they are fishbacking the story—giving visual 


evidence of the fact that business news of this day is but the most recent 


of a continuing stream of news of the week or the month or the year before. 


Every one of BW’s editors fishbacks every BW story . . . sometimes using 


the parentheses, other times using phrase fishbacks, but always using 


his authoritative experience to connect an item with past BW reporting. 


That is one reason why BW readers, when they in their other reading 


come across a feature article on a business subject, have the feeling they've 


read it all before, in Business Week .. . when it happened . . . step by step! 


It is why management-men, advertising men included, follow Business 


Week constantly to keep abreast of the swiftly flowing currents of dozens 


of serial business-action stories. 


Fishback is a working verb in these editorial rooms—it has as its constant 


object completely useful news! 
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Heads Adcratters 

F. Lee Johnston, president of 
Advertising Services, who has been 
first vice-president of the Adcraft 
Club of Detroit, will serve as presi- 
dent of the organization for the 
remainder of its fiscal term. A suc- 
cessor to the late president, D. C. 
Murray, who died Feb. 28, will be 


chosen at the annual election in 
June. 


|ing the minimum below which it is 
/not safe to permit civilians to go.” | 
'But, the WPB chief said, “to split! 


Civilian Economy 
Unit Needed, But 
Within WPB: Nelson 


Washington, D. C., April 7.— 
Donald M. Nelson, chairman of the 
War Production Board, this week 
recommended a civilian economy 
agency, but back-tracked on earlier 
statements recommending its sep- 
arate status. He wants it in WPB, 
he told members of the Senate 
banking committee, holding hear- 
ings on the Maloney bill (AA, 
March 22). 

The kind of agency needed, he 
indicated, was a “strong group, 
headed up by a man in whom the 
public has great confidence, which 
devotes itself constantly to measur- 


it off WPB will make our job all the’ 


ADVERTISING AGE 


harder and not get anything extra 
for civilians.” 

The bill, introduced by Sen. 
Francis Maloney of Connecticut, 
would set up a czar of civilian econ- 
omy whose sweeping powers en- 
compass OPA and include many of 
the powers now reserved to the 
War Production Board. 


Powers Would Cross WPB’s 


This sort of agency would lead to 
great confusion, Mr. Nelson re- 
ported, saying that it would “run 
directly across everything that’s be- 
ing done.” 

He insisted that military produc- 
tion and civilian production are 
essentially the same problem, since 
the same men, machines and pro- 
cesses are involved, and in some 
cases the products are the same. 
“No workable means,” he empha- 
sized, “has yet been developed to 
mark the boundary between mili- 
tary production and the production 
of civilian supplies.” 


Outlines Ideal Setup 


Mr. Nelson, who 
recommended a 


earlier had 
strong claiming 


policy for civilian economy, this 
week scoffed at the idea of estab- 
lishing a “strong claimant agency.” 
He said that such an agency implies 
that the civilian population is “seek- 
ing to get something which it does 
not have.” 

But the ex-Sears, Roebuck ex- 
ecutive said that the ideal civilian 
economy agency would plan civilian 
production with the same care as 
war production is planned, and 
would take care of scheduling, man- 
datory production orders, building 
stockpiles, insuring proper distribu- 
tion of commodities and providing 
for rationing. 


Continue Inventory 


In the meantime, Joseph L. 
Weiner, director of WPB’s Office of 
Civilian Supply, was going ahead 
with plans for a comprehensive in- 
ventory of all goods and services 
that are essential to civilian econ- 
omy. Mr. Weiner, who appeared 
before the committee earlier, told 
the group that he wanted a stronger 
civilian supply group, whether it 
was autonomous or a part of the 
War Production Board. 


Sell the five-billion dollar Pacific Coast market* the 


way it can best be sold, the way 70 regional advertisers 
are selling it every week—as one market via network radio. 


Network radio offers (1) the largest circulation at the 
lowest cost per thousand of any regional medium, (2) 
well-established programs equally popular in all Coast 
cities, (3) priority on the choicest available time periods, 
(4) an accurate monthly check on the met circulation of 


your advertising. 


Pacific Blue provides all these advantages at a cost 20% 
lower than any other Pacific Coast network. For as little 
as $246 a week, you can buy a campaign on Pacific Blue— 
complete coverage of the Coast through 13 major-mar- 
ket stations, plus a sales-proved program established in 


guaranteed time. 


That's correct ~$246 a week for facilities and talent. For 
details, use the coupon. 


* Estimated annual retail sales 


tHe paciric BLUE network 


Hollywood « San Francisco 
Represented by BLUE SPOT SALES - New York - Chicago - Detroit 


Paciric BLue Network 
SUNSET AND VINE 
HOLLYWoOoD, CALIFORNIA 


Send me your prestntations on the various ''$246 a week campaigns” 


available on Pacific Blue. 
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ASKS PUBLIC SUPPORT | 


Based on Working Time ond Tonnes. tere, 
Mere Then One Hell of the mi. Works 
Receive Only 70 Percent of Their 5... 


HERE ARE THE Facts 
Now Judge the Situation for rself 
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| UNITED MINE WORKERS OF AMERICA 


The United Mine Workers makes a bid 
| for support of its wage demands in this 
newspaper copy. 


Lewis Asks Public 
to Support Wage 


Claims of Miners 


New York, April 6.—The United 
Mine Workers of America toda) 
placed 1,470-line advertisements in 
59 newspapers in key cities, aiming 
to inform the public of the plight 
of coal miners and to mold public 
opinion behind John L. Lewis’ fight 
to obtain wage increases for the 
industry. 

“Here’s the American Coal 
Miner’s Story” reads the advertise- 
ment. Arguments are set forth in 
question and answer form. The 
answers reveal that a coal miner's 
seven-hour day is in reality an 
eight-and-one-half-hour day; that 
absenteeism is almost negligible 
that miners must spend between 6 
and 70% of their wages for food by 
reason of their heavy manual labor 


Public to Judge Claim 


Two charts in the advertisement 
show itemized employes’ monthl) 
statements—with a box alongside 
carrying the question, “Do thes 
actual records of earnings in 1943 
look like ‘reveling in luxury’?”’ 

The reader is asked to judge the 
miners’ claims on the facts cited in 
the advertisement, and is advised 
that a future advertisement will tell 
why miners get paid for seven 
hours while they spend eight and 
one-half hours at the job. 

Albert Frank-Guenther Law, New 
York, placed the advertisements 
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e3 No. 7 of a series * heroic episodes WORLD WAR II 


More lhe clash f ‘arms in| China, heroic miles... .. As the sergeant tried to snatch five min- sword and took over the machine ON ok aes With 
overtones are sounding every day ..|.. But let no utes’ rest three Jap machine guns barked and spat... . . that one he wiped out the other two... . . Then he 
new deed, however brave, drown out the resounding — The sergeant was annoyed ..... Armed with nothing _ helped himself to a box of Jap hand grenades... . . 
memory of that night the Chinese sergeant staged but his rage and a captured sword, he charged the With that he knocked off a whole column of 
the “one-man counterattack”... . . J¢p pressure on first machine gun nest .... . They put three bullets ammunition trucks! Returning to his unit he apele- 


his company had been relentless for the past hundred through him but he lopped off three heads with the 


gized to his superiors, for being away without leave. 
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wistanatetatatetatatetatatatetaratetetatetetatstetatatetatstetetettetitets 


2 atntchatetetatatatetetatatatatetetatatetstetetetetetrereestereetetats 


the night 


* Nations in arms are nations aroused, and fighting 


men are men with all their senses heightened. They 
do things every day that they have nevdr done before, 
and would never have dreamed of doing, in the slower 
tempo of their peacetime lives. That’s|as true of the 
former clerk from Canton as it is of the former clerk 


from Canarsie, for no nation has a lImonopoly on 


heroism, and men of every creed and color rise to 


new heights of effort and endurance when confronted 


with the cruel contingencies of m 


rn war. “Be 


the Chinese sergeant staged a 


mindful of the men they were,” said a poet of the 
last war. “Be mindful of the men they will be,” we 
say today. For this time everyone realizes that war 
teaches the fighting man a lot of new tricks, endows 
him with abilities as well as strengths, that he never 
knew he had before. The crucible of conflict will 
forge not merely tougher men, but better men, too. 
That’s why we consider readership in the armed 


forces the most important segment of Esquire’s total 


7.9.89 2.9 8 8 8 ee eee eeeesaaaeeeeaseses 


Pe )) 
**one-man counterattack 


pleased to learn that Esquire regularly reaches a 
measurable percentage of America’s men in arms, 
we do not presume to attempt to measure the 
magazine's importance to them, for it would be 
foolish to try to attribute to any magazine any 
larger significance for fighting men than may be 
found in the fact that it serves as a bolster to morale, 
that it brings a smile to men who need one. They 
tell us, though, that there are times out there, 


when that can be pretty important. 


“ A FAVORED MAGAZINE OF FIGHTING MEN 
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Seventh. Benile Sedinnt 


H. W. Kephart, who joined Rey- 
nolds Metals Company 20 years ago 
and has been successively export 
manager, New York sales manager, 
Pacific Coast manager and eastern | 
division sales manager, has been| 
named general line sales manager | 
of the company, with headquarters | 7 ibe -rty of April 24 will find on the 


at Richmond, Va. ‘outside covers a new and startling | 
‘example of cooperation between! 
publisher and advertiser. The front | 
cover of this issue, out next) 
Wednesday, depicts a battle scene. 
When the front and back covers are 


‘\Willys Je eep > Ad 
Helps Wrap Up 
April 24 ‘Liberty’ 


(Picture on Page 43) 


Kremer Appointed 

Merrill Kremer, Inc., Memphis, | 
has been appointed to ‘handle the 
advertising of Dixie Mfg. Company, 


Jackson, Miss., manufacturer of|Scanned as a unit, it will be per- 
Dixie Patch, a cold patch for tube|ceived that the front cover is 
repairs. Business papers, news- merely an extension of a Sessions 


papers, direct mail and point of sale | painting which constitutes the back- 


will be used. 


YEARS AGO 


| vertisement. 


powered by a Go-Devil engine. The 


they can to direct the attention of 
the observer to the back, cover by 
| pouring a heavy anti- craft fire at 
airplanes in that general direction. 
Willys - Overland executives aver 


WE STARTED 
TO GROW 


| claim in art, as well as advertising 


Chicago Art Institute. 


| rumor that President Joseph W. 


|} ma 


| ground for a Willys-Overland ad-| 


Both copy and illustration etune| 
the famous Willys-Overland Jeep, | 


gunners on the front cover do all! 


‘he was with Calkins & Holden, 
|that Liberty bore its fair share of | 
| the cost of the handiwork of James 
C. Sessions, which is receiving aC-| Barton Joins ‘Review’ 

circles, and which is at present be- | 
| ing featured in an exhibition at the ming newspaper publisher, has been| buyer of William N. Scheer Adver- 


| Frazer was personally 


respons ible | 
for this latest example of collabora-| 


Admen in the 


tion between editorial and adver-| 


tising departments. The United | 
‘States Advertis ing Cor ee 
‘however, dev eloped the details. 


That organization is also engaged in | 
further unusual exploita- 
Toledo, O., April 8. — Readers of| tion of Liberty’s back covers. 

Needless to say, the current cover 


| plans for 


advertisement will be thoroughly | 
merchandised. The dove - tailing 
covers will be reproduced in the 


form of counter cards on which the 
gazine and the automotive com- 
|pany will divide attention. 


Distri- 
bution will be twice 
| normal, 
tributors and car dealers given the 
card display. 


Hasbrouck Joins Blue 


Lawrence Hasbrouck has been 
appointed to the national spot sales 
staff of the Blue Network, New 
York. For the past five years Mr. 
Hasbrouck has been on the national 
advertising sales staff of the New 
| York Herald Tribune. Prior to that 
New 
York. 


Charles W. Barton, former Wyo- 


as heavy as| 
with both magazine dis- 


Armed Forces 


Russell E. Pierce, of the radio 
department of N. W. Ayer & Son, 
New York, has accepted a commis- | 
sion in the Marine Corps. 

Paul Gaynor, formerly in the art! 
department of Marschalk & Pratt, | 
|New York, received his wings and | 
was commissioned a lieutenant aa 
the Army air forces. 

Benjamin Lichtenstein, advertis- | 
ing director and assistant secretary 
of Russek’s Fifth Avenue, New 


| tive of Batten, Barton, Durstine & | 
Osborn, New York, turned down a 
Navy commission and has joined the 
Army as a volunteer officer candi- 
date. Charles Dalton, formerly 
assistant to Dave Danforth on the 
B. F. Goodrich account, BBDO, has 
been promoted to captain in the air 


forces. John Bestecki, production 
man in BBDO’s publicity depart- 
|ment, New York, is now in the 


Army, stationed at Fort Dix, where 
he is working in the classification 


| office. 


Pearl Shapiro, secretary and space 


named eastern advertising manager | tising Agency, Newark, has enlisted 


F or any advertiser who may have Had 
trouble with sales in this im nt 
Heart of America Area, a short diagnosis 


of the situation may prove useful. 


1—The Heart of America j } 
It is 51% urban and 49% 
has its own progr 


in two parts. 
rural. Each part 
poe and likes. 


2—Obviously, unless both rural and urban) 
halves are rouieds any promotion job is 
a half-Hearted one. Both halves are vital. 


3—Reaching the whole Heart of America 
naturally requires efficient signal coverage of 
whole area. But just as important is 
tom programming that will cause those 
who can hear, to listen. 


4—KMBC is the only station delivering 
this combination of signal coverage (for a 
maximum potential audience) and program 
coverage (for a maximum listening audience) 
throughout both halves of the Heartof America. 


| 


¥: 

Referring, in this instance, to 
the Heart of America—the 78- 
county area lying within 
KMBC’s half-millivolt contour. 
The nation’s center, geograph- 
ically, agriculturally and indus- 
trially, this area has a popula- 
tion of 2,000,000, far above 
average in income. By any 
standard, the heart of America 
is vital in a national or regional 
Midwestern campaign. 


of a sales 


FREE & PETERS, 


Re Heart (of America) trouble 


nature should be 


treated by KMBC. 


KMBC 


OF KANSAS 


city 
INC. 


At Willys-Overland, it is also the | for National Furniture Review, with) in the Waac and is stationed at Fort 
offices at 267 Fifth Ave., New York. | 


Oglethorpe, Ga. 

Edward B. Austin, vice-president 
and director of Pacquin, Inc., New 
York, has been commissioned a 
lieutenant in the USNR and is now 
on duty in Miami. 

Sergeant Kenneth M. Carter, for- 
merly advertising manager of i.e 
Republican, Waterbury, Conn., has 
begun duties as a non-commis- 
sioned officer in charge of public 
relations at the Springfield, Mass., 
district headquarters of the Marine 
Corps. 

Hal Burnett, executive editor of 
ADVERTISING AGE, has resigned to 
join the Marine Corps as a private, 
reporting to Parris Island, S. C., fo: 
“boot” training April 17. Joining 
the paper in New York in February, 
1942, after nine years in broadcast- 
ing, public relations, and advertis- 
ing agency work, he served suc- 


cessively as managing editor, 
| Washington editor, and executive 
| editor. 


Ralph M. Cronin of the Jam 


(jg) in the naval reserve an 
‘leave late this month for t) 


| been 


es 


uekien 


| Handy Cananiiies. 
been 


Detroi 


has 
commissioned a 


lieu: enant 
will 


in the East. mung 


Melvin C. Keyser, who has 
his entire business life of 16 
with Charles W. Wrigley Com) 
outdoor ‘advertising, Chicago 
commissioned a__ lieutenant 
(jg) in the Navy. Lt. Keyser ha. 
been assigned to naval aviation «; 
| Quonset Point, R. 1. ae . 


Spent 
vears 
an 1y, 

las 


Lithographers 


Plan Three-Day 


York, has been granted a. leave of | 
absence to join the Marine Corps. | 
John A. Thomas, account execu- | 


Meet in Chicago 


New York, April 6—A ar 
| problems conference will be held in 
conjunction with the annual mem- 
bership meeting of the Lithograph- 
ers National Association May 10-12 
at the Edgewater Beach Hotel, 
Chicago. 

A round-table discussion, includ- 
ing employers, government spokes- 
men and Army representatives, is 
being planned. Subjects of vital im- 
port to the lithographic industry 
will be on the agenda. 

Representatives of the Office of 
War Information, War Manpower 
Commission and Office of Price Ad- 
ministration will present details of 
government information campaigns. 


Vanguard to Expand 
Hand-Saver Copy 


Vanguard Sales Corporation, New 
York, a subsidiary of Revlon Prod- 
ucts Corporation, will introduce its 
“Hand-Saver” through 150-300 line 
advertisements in about 150 news- 
papers across the country. The 
product is a new type of greaseless 
skin protective cream. 

After a test campaign in news- 
papers in the New England terri- 
tory, the advertising program will 
be stepped up to include coverage 
of key cities, especially those with 
large industrial plants. Abbott 
Kimball Company, New York, 
handles the account. 


‘Promenade’ Moves 


Robert L. Johnson Magazines, 
publisher of Promenade, has moved 
its offices to 40 E. 49th St., New 
York. 


WORCESTER, 


Gained 293°, 


City Zone Population 235,125 


Worcester is an important wartime market, not be- 
cause complete planes, tanks or ships are made 
here — but because scores of vital assembly lines, 
in many cities, look to Worcester for essential parts 
and tools without which planes can’t fly, tanks 
can’t crawl and ships can’t fight! 


Worcester’s Industrial Payrolls Have 
Since Peacetime 1938 
The Telegram-Gazette blankets this rich industrial market. 


Circulation: daily over 141,000; Sunday over 80,000. 
Population: City and Retail Trading Zones 440,770. 


Massachusetts 


‘WORCESTER 


‘ Dene 


For VITAL Parts 


The TELEGRAM GAZETTE 


WORCESTER MASSACHUSETTS 
ie ‘Ceorce F. Boorn, Publisht}- 
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What do your customers do about brand substitution? 


How has war affected patronage of super markets, 
chain stores and neighborhood stores? 


How many blocks do people go to buy groceries? 
How many families regularly pack lunches? 


What extra meals and how many are prepared be- 
cause of night work? 


How many families regularly buy vitamin tablets or 
capsules? What brands? 


How are dehydrated foods being accepted? 


How many families use coffee substitutes or ex- 
tenders? What brands? 


What do people eat for breakfast—percentage of 
families using each of 37 items in one day? 


ITION , :; 
ETH ANNUAL ED How many days’ groceries are bought at one time? 


On which days are most groceries bought? 


Where do people buy drug products, toiletries? 
What is the trend of national versus private brands? 


How many women work in factories, stores, offices? 


The Wartime Consumer Analysis—the 20th annual edition of 
America’s pioneer consumer survey—was made just before 
general point rationing. It gives you the facts on wartime 
changes in consumer buying and living habits which may 
affect your sales in post-war days as well as today. Write the 
General Advertising Department for a copy. Or in New York, 


phone O’Mara & Ormsbee, Caledonia 5-9544 — in Chicago, 
Franklin 1590. 


THE MILWAUKEE JOURNAL 
> | FIRST BY MERIT I 4 
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ADVERTISING AGE 


April 12, 1943 


Universal Camera 
Names Grey Advertising 


Universal Camera Corporation, 
New York, has appointed Grey 
Advertising Agency, that city, to 
direct its advertising. Beginning 
with May issues, full-page black 
and white advertisements will ap- 
pear in photographic hobby maga- 
zines. These will be supplemented 
by general magazines and news- 
papers, now in the course of selec- 
tion. 


“Nothin’ doin’, Mom — unless 
WFDF Flint Michigan says it’s a 
breakfast for champions.” 


Partial Victory 


Won by Jelke in 
‘Oleo’ Dispute 


Court Upholds State 
Tax Law; Can Collect 
Part of Fees 


Chicago, April 8.—A court battle 
between John F. Jelke Company 
/and the Wisconsin department of 
agriculture ended in a draw this 
week although validity of the state’s 
oleomargarine law was upheld. 

The effect of the decision, an- 
‘nounced at Milwaukee Monday by 
Circuit Judge Otto H. Breidenbach, 
is that a product such as Jelke’s 
| Good Luck shortening—if its melt- 
‘ing point is below 90 degrees 
|Fahrenheit—is not subject to the 
| Wisconsin margarine law, and the 
| taxes and license fees it imposes. 

In a complicated case which goes 
back to 1937, the state department 
had filed a civil suit seeking to 
collect unpaid annual $500 license 
|fees and penalties for failure to 
obtain permits to market the prod- 
/uct. The suit named Walter’s Food 
Distributors, Inc., Milwaukee, which 


distributed 12-ounce packages of 
Good Luck shortening and four- 
ounce glasses of a vitamin fortifier 
which could be combined—by the 
consumer—to produce a margarine- 
like spread. Both Jelke and the 
distributor contended that the sep- 
arately packaged items were not 
oleomargarine, and that they should 
not come under the state law. 


Law Is Amended 


In 1939, the state legislature, 
uncertain whether the Jelke prod- 
uct was affected by the statute, 
amended it to exempt only shorten- 
ings whose melting point was below 
90 degrees or above 110 degrees. 
That left Good Luck out in the cold. 

Jelke promptly brought its short- 
ening below the 90 degree level. It 
admits that last summer, under the 
press of Army demands for the 
product, it exceeded the level. Wis- 
consin officials picked up several of 
these packages to add to their ex- 
hibits. The court held that in the 
1937-39 period, the shortening came 
under the oleomargarine law, as 
well as during the period after July 
1, 1942, and Wisconsin will be able 
to collect license fees for these 
periods. The state law effects a 15 
cents per pound excise tax on oleo- 
margarine, butterine and similar 
substances. 

The federal government and more 
than a dozen states which have 
margarine laws have ruled that 
products such as the Jelke shorten- 


Department Stores Are 


dd 


Tough customers? You 
buying space. 


always has. The 


who want RESULTS. 


. 


9 


but 


Department Stores Are 
‘Happy Customers” 


of the 


Tacoma News Tribune! 


bet—when it comes to 


That's because department stores buy RESULTS. 
They don't buy circulation alone, or statistics, or 
coverage, or low milline rate. They buy the paper 
that brings in the customers—RIGHT NOW! 

In Tacoma — Washington’ 
News Tribune leads in department store lineage, and 


News Tribune 
GAINING in department store lineage. 


s SECOND Market — the 


is constantly 


There's a lesson in that fact for national advertisers 


In the lst two months of 
1943, the Tacoma News 
Tribune carried 


W217 


of the total Tacoma depart- 

ment store advertising—a 

lead of 397,546 lines over 
the second paper. 


«x 


In 1942, the Tacoma News 
Tribune led the second 
paper by a total of 


35,443 
13541 


of department store 
advertising. 
This LEAD represented 
MORE lineage than the sec- 
ond paper's TOTAL depart- 
ment store advertising! 


(Source: Media Records) 


EWS TRIBUNE 


New York Chicago 


Kansas City St. Louis 


San Francisco 


REPRESENTED NATIONALLY BY LORENZEN & THOMPSON, INC. 


Los Angeles 
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ing and fortifier do not come within 
their statutes. The company, how- 
ever, has never merchandised the 
product aggressively, and retailers 
have done most of the selling. 

Although pressure against re- 
strictive oleo laws has mounted in 
recent months, because of huge 
demands of this country and lend- 
lease authorities for butter, indus- 
try spokesmen believe there is 
little chance that any of the state 
laws will be repealed. Most legis- 
latures meeting this year have 
neared the end of their sessions 
without taking action, although 
Oklahoma repealed its tax and 
license law in February (AA, March 
1). 

A bill has just been introduced 
in Congress which would repeal the 
federal tax of one-quarter cent per 
pound on manufacturers and a 
license tax of $6 annually on retail- 
ers. Dairy state interests are ex- 
pected to battle the repealer. 


IOWA VOTES FUNDS 


Des Moines, Ia., April 6.—The 
Iowa legislature has completed 
action on a bill continuing the Iowa 
dairy industry commission for an- 
other two years and the one-cent 
a pound tax on butterfat from 
June 1 to June 15. The tax fund 
is used to promote and advertise 
the state’s dairy products. 

The bill faced a stiff fight in both 
houses with an attempt in the 
lower chamber to make the tax a 
voluntary contribution. The senate 
tried to apply the tax to processors 
as well as the producers, but all 
amendments were defeated. 

The tax has been bringing in 
| approximately $100,000 a year. 


ASK TAX-FREE USE 
OF NEW SPREAD 
| Madison, Wis., April 6.—A _ reso- 
lution asking legislation that would 
permit the tax-free sale in Wiscon- 
sin of a new spread for bread devel- 
oped by the dairy department of the 
| University of Wisconsin college of 
| agriculture was adopted here April 
2 by the state board of agriculture 
following a meeting of agricultural 
and dairy representatives from Wis- 
consin, Minnesota and Iowa. 
Representatives generally agreed 
that the new spread, which is made 


<r 


entirely from dairy products, , ould 
not compete with butter, that ;; Was 
closer to cream cheese than {, but. 
ter or oleomargarine, that 


es Was 
tasty and nutritious, and that it 
would probably provide the daj,, 
industry with a use for some jj) 
products which are now wasted. 
The product has been turned ove, 
to the Wisconsin Alumni Researc) 


Foundation, which will seek oyp_ 
sumer reaction to the spread. |; 
was indicated by L. D. Barney of 
the Foundation that the Land 0 
Lakes Creameries, Minneapolis 
would be one of those licensed t¢ 
produce the spread, which is yo 
adaptable for use in cooking. Pres. 
ent plans call for selling the color. 
less spread in containers similar to 
those used for ice cream. 


NINETY DAILIES GET 
*‘DOUBLE-MIX’ COPY 

Kansas City, April 6.—Double- 
Mix, Inc., producer of Double-Mix 
compound, which may be used to 
extend either butter or margarine, 
has stepped up promotion of the 
wartime product to include adver- 
tising in 90 newspapers. 

Double-Mix was first introduced 
to consumers last June and met 
with ready acceptance, according to 
company officials. Advertising was 
expanded immediately following 
the announcement of butter ration- 
ing, and radio, as well as news- 
papers, is being used. The 10-cent 
package of Double-Mix contains 
eight tablets, “enough to make four 
pounds of spread, with butter (or 
margarine) and milk.” Ingredients 
include rennet, bicarbonate of soda, 
salt and coloring matter. 

R. G. Tannehill, formerly in Phil- 
adelphia and St. Louis with the 
transportation advertising division 
of Loomis Advertising Company, 
Kansas City, has been named sales 
promotion and advertising manager 
of Double-Mix. Jerome G. Galvin 
Advertising Company handles the 
Double-Mix account. 


Connor to ‘Courier’ 

Harold H. Connor, formerly on 
the advertising staff of the Sun, 
Rochester, N. Y., has been appointed 


advertising manager of the Catholic 


Courier, succeeding Howard W. 
Klippert, resigned. 


J. B. PETTY 
Smyrna 
Army, North Africa 


_ Georgians Gone 


Invited to send pictures of 
loved ones, grateful parents, 
sweethearts, sisters mail snap- 
shots of Georgians serving 
abroad to The Atlanta Journal 
military editor. Twenty to fifty 
photographs in the format 
above are published daily on 
The Journal’s picture page. 
More than 6,834 have appeared 
| to date. 

| It is easily understood how a 


feature so close to heart and 
home can earn deep and endur- 
ing reader loyalties. The Jour- 

nal’s kinship with its people has 
always been close; never closer 
than now. 


WALTER PICKENS 
Atlanta 
Navy, at Sea 


CHAS. W. KING 
Covington 
Navy, Canal Zone 


JOHN D. KESLER 
M 


onroe 
Marines, Jamaica 


B. A. FREEMAN 
College Park 
Army, Africa 


Abroad to Fight 


Of such relationship is ad- 
vertising response invigorated 
— and continued circulation 
growth maintained. The Atlanta 
Journal is the largest daily in 
Dixie—175,085; Sunday: 231,535. 
Statement of March 31 to show 
more. 


The 
Atlanta Journal 
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A CONTRAST 


The woman war worker's natural desire 

to maintain her good looks despite fac- 

tory work provides a timely theme and 

illustration for Foley Bros.’ beauty salon, 

which sponsored this full-page newspaper 
copy in Houston. 


Chains’ Popularity 
Slips in Milwaukee, 
Survey Indicates 


Milwaukee, April 7.—An appreci- 
able increase in the popularity of 
independent grocery stores, follow- 
ing at least five years of falling 
popularity, is indicated in the 20th 
annual consumer analysis of the 
Milwaukee market, published by 
Milwaukee Journal. In 1942, only 
42.56% of the housewives said 
that independent grocery stores 
accounted for most of their grocery 
purchases, whereas this year 48.62% 
gave the independent as their favor- 
ite source of supply. 

A & P’s popularity index dropped 
from 41.12% in 1942 to 35.13% this 
year, with supermarkets accounting 
for all but 2.46% of this figure. IGA 
stores got preference votes from 
6.36% of the housewives, compared 
with 5.07% last year, and National 
Tea Company was given 6.2% of 
the vote. The figures are based on 
7,000 questionnaires filled out dur- 
ing January of this year—a 3%% 
sample of the market. 

Whereas A. C. Nielsen Company 
surveys show that 44% of house- 
wives buy another brand when a 
store is out of stock on the brand 
they desire, 66.6% of Milwaukee 
housewives follow this practice, the 
survey shows. Only 21.1% will go 
elsewhere for the product they 
want, and 12.3% don’t buy, com- 
pared with figures of 36% and 20% 
reported by Nielsen. 


Heaviest Buying at Weekend 


Over 58% of Milwaukee families 
report they regularly buy most of 
their groceries on Saturday, with 
Friday the second most popular 
day, favored by 27.1%. The largest 
number of families (29.2%) usually 
buy two days’ supply of groceries at 

time; but 24% buy three days’ 

ipply and 17.5% buy seven days’ 
ipply. Only 12% buy a single 
day’s supply. 

Grocery stores less than three 
blocks from home are regularly 


a 
YEARS AGO 


WE STARTED 
TO GROW 


run 


patronized by 45.4% of the families, 
with another 29.1% going from 
three to six blocks; 14.3% go 12 
blocks or over, and 11.2% travel 
from seven to eleven blocks. 

A wealth of other material, in- 
cluding the usual careful tabulation 
of brand preferences and use of a 
wide variety of commodities, is in- 
cluded in the 100-page volume. 
Some of the other interesting results 
chronicled in a special “wartime 
trends in living habits” section in- 
clude the information that 94.2% 
of housewives bake at home, 77.9% 
do home canning and 77.5% pack 
lunches for at least one member of 
the family. 

On the hosiery front, one question 
revealed that 64.5% of the women 
wear rayon hose for dress, 21.8% 
nylon, 19.1% silk, 4.8% lisle and 


4.2% cotton. For “every day,” 
50.9% wear “old stockings of any 
kind,” 28.1% wear cotton, 17.3% 
rayon, 6.6% lisle, 17.5% wear socks, 
and 4.2% wear no stockings. 

Another question revealed that 
86.4% of Milwaukee homes are coal 
heated; 10.7% are heated with oil; 
and 1.9% are heated with gas. In 
the top income bracket, however, 
oil heat is used by 15.6% and gas 
by 6.3%. 


Schedules Conference 


The Automotive Advertisers 
Council will hold its annual confer- 
ence at the Hotel Schenley, Pitts- 
burgh, May 13 and 14. Charles C. 
Tapscott, advertising manager of 
McQuay-Norris Mfg. Company, St. 
Louis, is president of the council. 


Lawrence Names Weitzer 


Bernard Weitzer has joined the 
Bureau of National Affairs, Wash- 
ington, D. C., as assistant to David 
Lawrence, president. Mr. Weitzer 
was vice-president of Tradeways, 
Inc., New York, for 10 years, and 
more recently was business man- 
ager of the Wonderland of Knowl- 
edge division of the New York Post. 


Bucyrus Elects Knox 


N. R. Knox, who has been vice- 
president in charge of plants at 
Erie, Pa., South Milwaukee, and 
Evansville, Ind., has been elected 
president of Bucyrus-Erie Com- 
pany, South Milwaukee, succeeding 
W. W. Coleman, who has become 
chairman. 


Appointed News Editor 


Edith R. Brill, for the past year 
and a half on the staff of the New 
York Regional News Bureau of the 
Office of War Information, has re- 
signed to become news editor of 
Grocer-Graphic, New York grocery 
market newspaper. 


Opens N. Y. Studio 


The Whitaker Christenson Studios, 
Chicago advertising art and photo- 
graphic organization, has opened a 
studio at 642 Fifth Ave., New York. 


Rosenthal Promoted 


Everett Rosenthal, formerly sales 
manager of Rockhill Radio, New 
York, has been promoted to record- 
ing manager. 
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OWA DRUGGISTS VOTE 


EVEN HEAVIER THAN 
GROCERS FOR RADIO! 


A few weeks 


ago we described the Lowa 


Retail Grocers & Meat Dealers Assn. 
poll in which Lowa grocers voted over- 


whelming preference for Station 


WHO over 


all other media. 


Now, results are in for a similar poll 


made by the 
sociation. 


were asked: 


Iowa Pharmaceutical As- 


1251 Association druggists 


"Which state-wide advertising medium 


helps sell most goods for you? Please 


check only one: 


O Radio Stations 

O Large Daily Newspapers 
0 Outdoor Billboards 

O Farm Papers 


paper do you consider 


Of group checked, which one station, 
newspaper, outdoor company or farm 


the best for 


you? 


Here’s how druggists voted their pre- 


ferred media: 


Radio Stations 
Daily Newspapers ... 


Farm Papers 
Billboards 


66-65 36.4 


Radio in general got nearly seven times 
more votes than all other media com- 


bined! 


The one most popular radio station got 
65.1% of all votes for specific stations 
‘nearly five times more votes than its 


next competitor! 


Of course that “one most popular radio 
station” was WHO!... May we send 
you the complete report? 


IOWA PLUS! 


DES MOINES . . . 50,000 WATTS 
B. J. PALMER, PRESIDENT 
J. O. MALAND, MANAGER 
FREE & PETERS, INC. . . . National Representatives 


4.57% 
0.3% 
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Sees Population Shifts | 
As of Minor Importance 


To the Editor: I have read with 
much interest the article by Mr. 
Hauser in your March 15 issue on 
population shifts. I would like to 
point out certain facts as they 
appear to me. 

First of all, the thing that I, and 
others in business, are interested in 
is buying power. 
that have cities of 10,000 and over, 
the percentage of buying power in 
1930 was 80.6% and in 1940 it was 
81.4%. In other words, although 
the buying power was much greater 
in 1940 than it was in 1930, the 
entire shift was such that there was 
still eight-tenths of 1% more buying 
power in the 626 counties that have 
cities of 10,000 and over than there 
was in the 2,449 counties that have 
no city of 10,000 in them. 

Now, let us look at the population 
picture. Your article says that be- 
tween April 1, 1940, and Jan. 1, 
1942, the population § increased 
1,330,000 persons. Assuming this to 
be the case, this must be the excess 
of births over deaths and these in- 
fants are still less than three years 
old. We have not had an increase 
in population of adults in the coun- 
try and no war plant, as yet, is 
using toddling infants. 

We must also remember that 
since 1940 there have been taken 
out of our adult male population 
and put into other lands, something 
like 1,000,000 men and more are 
being shipped over every month. 
It must also be remembered that 
we have other millions in the 
Armed Forces, who are not doing 
work in our stores, factories or out 
on the farm. It is, therefore, my 
contention that there are fewer peo- 
ple in the country today, in spite 
of the increased birth rate, than 
there were in 1940 and that there 
are several million who are adults 
but cannot be engaged in producing 


In those counties = 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


TO BE CHANGED 


+ gO TPE te TEC 


(“HAVE YOU GOT A STICK OF GUM?”) 


AN OLD FAVORITE MAKES NEW FRIENDS! 


mn triads” i + language everybody 

Nee only cher the men wo the 
Armed bones enpoy the refreshing 
goodness of Beech Nor Gum them 
sttees, wo And becewse chew sends 


we North Afnca are heanag «every 
jay’ And snewering, “sare 


compe first of all at mimes yee may no 
be able to buy all you wenn at home 
ot detcvows Beech Nut Gw 
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Beech-Nut Gum 


The yellow package... with the red aval 


Complying with an old Arab custom, 
Beech-Nut Packing Co. is going to 
change this copy so it doesn't look as if 
the Arab is about to eat—or chew—with 
his left hand. The new campaign is ap- 
pearing in |! metropolitan newspapers 
and in half-pages in 24 national maga- 
zines. 


very close proximty to where they 
were before the war. 

You will find that plants in our 
industrial centers, which before the 
war were engaged in work consid- 
ered non-essential have either closed 
or changed to wartime production 
and this has caused considerable 
shifts in employes right in these 
particular plants; but I think a 


food or weapons of war because 
they are in the Armed Forces. 
Therefore, the work of producing 
food and war essentials is being} 
carried on by a smaller number of | 
adults. 

I believe a figure has been quoted 
for the increase in population for 
the city of Detroit, of 350,000. That 
would be equivalent to adding to| 
the city of Detroit a city about the 
size of Seattle or a city larger than 
Columbus, O., and as Detroit had 
a population in the last census of 
1,600,000, it would now be over 
2,000,000, in spite of the deletions 
covering the men gone to war, etc. 

What has happened is that there 
are a great many more on the pay- 
rolls in our industrial centers. These 
come from older men who had been 
retired or who a few years ago 
were on relief, and women. 

You will also find many instances 
where a man and his family were 
running a small store and where 
the man now has gone into a war 
plant and the family is running the 
store. I was in a factory in Chi- 
cago two weeks ago. The owner 
told me that over 80% of the em- 
ployes were women. I was in the 
plant myself and was perfectly 
amazed at the number of women 


doing skilled work. Even in Chi- 
cago, he told me, men are not avail- 


able and they were having to train | and drastic as we have been led | 


women. 


women workers in the airplane! 
works; the same is true in Seattle. 
You also have plants working three | 
shifts a day, seven days a week and, 
therefore, the number of people 


employed in active work has been|I admit quite frankly that I have | B-C. contributed some $6,000 for the | 


greatly stepped up but this is the! 
result of more individuals in the 


careful investigation would also dis- 
close that those people were still 
employed and right in the same 
general locality where they origi- 
nally worked. 

Many of our workers own their 
own homes, have children in school 
and there are church affiliations 
which are not easily disturbed. I 


| believe that a careful and thorough 


investigation would demonstrate 
rather conclusively that the step-up 
in the number of individuals in the 
family working had been to a very 
marked degree been in the last two 
or three years and that the number 
of families that had moved from 
one county to another was very 
small indeed. 

I feel rather certain, too, that 
when the war is over you will find 
that our manufacturing establish- 
ments will be right about where 
they were before the war and that 
the factors that have to deal with 
the distribution of goods, wholesale 
and retail, also continue to lie just 
about where they did. 

It may be that I am getting old 
and can’t see changes coming, but 
change is the most constant thing 
in life but it comes at a snail-like 
pace. Again, I want to reiterate, 
I do not contend that there have 
not been population shifts. My con- 
tention is that they are not as large 


to believe and they will not be large | Stands up to heavy service, was | 
In Los Angeles you will find|or drastic even though we may be|S¥UCh a valuable property! 


in this war for some time. 

I think your article is most inter- 
esting and I enjoyed it thoroughly, 
but I am sorry I cannot agree with 
all the things that are written and 


no definite proof that I am right. It 
is only the logical result of reason- 


a considerable period of years, how- 
ever, changes in the location and 
composition of the population may 
become of major importance from 
the marketing standpoint. ] 

a 
Making It Right 

To the Editor: I have just no- 
ticed that Beechnut’s new advertis- 
ing, which appeared today, shows 
an Arab reaching for a package of 
gum with his left hand. It is my 
understanding, in fact, I believe the 
government carries the same infor- 
mation in a manual to soldiers, that 
an Arab uses his right hand only 
for food and his left hand for the 
dirty chores in life, 

I wonder if the error was pulled 
as an April Fool’s joke or did the 
agency slip? 

C. D. WAGONER, 


General Electric Company, 
Schenectady, N. Y. 
[Editor’s Note: John T. Cun- 


ningham, Beech-Nut account execu- 
tive at Newell-Emmett, New York, 
reports that a diligent check with 
the Iranian Consul and Al-Hoda, 
only Arabic newspaper in New 
York, revealed that while Arabs do 
not carry food to the mouth with 
the left hand, nothing in their ritual 
prevents them from touching food 
| with the left hand while preparing 
\or accepting nourishment. But just 
|to keep everybody happy, the ad- 
vertisement will be changed. ] 
‘es © 


Commends Reports 


To the Editor: Your editorial in 
the current edition relative to the 
change in the subject matter as well 
as the presentation of salient facts 
in corporate annual reports is to be 
commended. In this connection did 
you notice that forward-thinking 
publisher of the Chicago Times, 
S. E. Thomason, addresses his report 
to the employes as well as the share 
owners? And did you notice a very 
wise thing that Carbon & Carbide 
people did in their annual report? 
| They gave the salaries of officials 
and in a column right beside they 
|gave the “net” of these large sala- 
|ries after the payment of income 
| taxes. 

HoMER GUCK, 
Chicago. 

| [Editor’s Note: Mr. Guck is well 
| known as the former publisher of 
the Chicago Herald-Examiner.] 


vvy 
Philosophers All 

To the Editor: It is interesting 
to notice what advertisers to fisher- 
men are finding to say these days. 

Here are three examples from one 
‘issue of the Commercial Fisher- 
|;men’s Weekly: 
| Easthope Bros., an engine manu- 
facturer: “When the believer ac- 
cepts the BOOK as his guide, he 
finds a wealth of power and accomp- 
lishment he had not previously un- 
derstood. He knows no fears and his 
strength of judgment makes him in- 
vincible. His power of success, his 
quiet determination and sincerity is 
a solid front against all evil. He 
becomes strong and is a guide for 
his fellow men, in all walks of life. 
Read the word of God, and profit 
accordingly.” 

Canadian Atlas Diesel Engines: 
'“What’s wealth? There never was 
a time when a good engine, that 


Take 
|'good care of your Atlas—Chrysler 
| —Mack. You’re lucky to own one!” 
| MecGavin’s, a baker: “Congratu- 


\lations, Gentlemen! We note, from | 


| press reports, that the fishermen of 


lrelief of Russian civilians in the 
lrecent ‘Aid to Russia’ drive. Well 


| 


family working to a much greater|ing that leads me to these conclu- | 4one!” 


extent than it is to shift in popula- 
tion. 

It is not my contention that there 
has been no shift in population but | 
that the shift in population has 
been a _ relatively minor factor. 
There has been and still is a scurry- 
ing of people to live close to the 
place where they work. Because 
of the gas and rubber shortage and 
because of night shifts they like to| 
live close by and I have found no | 
figures that convince me that there | 
has been any vast changes in the| 
number of families in any of our | 
urban communities and, of course. | 
we know there has been no rush to! 
the farms. In other words. the vast | 
majority of the people, except those | 
in the Armed Forces, are living in| 


sions and, also, that I travel a great 
deal and that I am sensitive to 
things as they occur. 
A. W. RAMSDELL, 
Vice-President and Director of 


Sales, The Borden Company, 
New York. 
[Editor’s Note: Mr. Ramsdell’s 


comments are extremely interesting 
and perfectly sound. They are not 
in fundamental disagreement with 
Mr. Hauser’s conclusions, but rather 
tend to buttress them. Mr. Hauser 


carefully pointed out what Mr. 
Ramsdell also notes . . . that popu- 
lation changes are slow changes, 


and that, generally speaking, they 
are of minor importance in market- 
ing calculations which are made for 
day-to-day selling purposes. Over 


gee ae 


Roy A. HunNTER, 
Advertising Counselor, Van- 
| couver, B. C. 
vvy 
Praises ‘Domestic 
Commerce’ Article 


| To the Editor: It is wonderful 
to live in a free country and it is 
surely worth battling aplenty for— 
these principles that we live by and 
| for. 

I was greatly impressed with an 
article which appeared in Domestic 
Commerce March 11, 1943, Page 9, 
“Freedom of U. S. Advertising 
Accentuated by Australia’s 
Glamorizing Edict.” 


Never before in the history of 


|America at war has there been as’ 


De- | 


liberal an interpretation placed on| 15th, or 20th of the month °-.) 


the dire need for advertising not 
only to help in the war effort but 
to protect the patriotic manufac- 
turers who are devoting the ma- 
jority out-flow of their production 
into war work, which literally 
eliminates the supply of their prod- 
ucts in general trade, necessitating 
the keeping of their name and their 
trademark names before the public, 
so that they may not have to suffer 


in the postwar and_ succeeding 
period. 
That the government officials 


have not only advocated, but in- 
sisted that manufacturers include 
in their cost of production, even in 
the war work proper, the allocation 
for advertising, is a_ refreshing 
thought of the importance attached 
to our advertising profession and its 
place in the human scheme of things 
in war as well as in peace times. 
PAUL J. MANDABACH, 

Managing Director, Root-Man- 

dabach Advertising Agency, 

Chicago. 

vvy 


Suggests Time-Saver 


To the Editor: In order to use 
our working hours to the greatest 
advantage, these days, we’ve been 
conducting a survey of all opera- 
tions. I believe we have uncovered 
a prize time-waster which should 
be interesting to all agencies and 
publishers. 

I’d like to suggest standard dis- 
count payment dates ... the 10th, 


N O rationing of love these days . . . nor read- 
er traffic in Pittsburgh’s Post-Gazette. 
former is proved when boy meets girl . . . the 
latter through L. M. Clark’s reader traffic 
studies which show that men and women reader 
traffic is 25% higher in the Post-Gazette than 
the average of 19 other metropolitan news- 
papers throughout the country. 
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—_— _ 
ing publication, in order t, rely ical 
nate the necessity of sending 4), gon 
“10 day” checks practical], bn = 
day of the month. This wou), ty ore 
fine our check writing, signi.» ang of 
bookkeeping to three days the It 
month, and eliminate consid rap), of 
lost motion. ne? 
How about it, publisher. ang tre 
agencies, doesn’t this seem a |, «jc,) 7 
suggestion? , ert 
HAROLD MarsHa; bet 2 
Harold Marshall Advert. ., ed 
Company, New York. = 
,vVY om 
Institute Prepares Simp). 
Nutrition Wall Chart 
To the Editor: The enc) seq 
“Practical Guide to Balanced Ny. oO 
trition” is, we believe, the firs: at- , 
tempt to get the nutrition «ior, d 
down to earth for millions of »er- 1a 
plexed homemakers. As you see, jt to 
is a compact wall chart which per- 
mits the homemaker to serve nutri- Sta 
tious meals without detailed know}. Soll 
edge of proteins, vitamins, minerals, gi\ 
etc. bo 
It is generally known that the Wi! 
government’s nutrition program ant 
bogged down last year. This organ- in 
ization attempted to find out why. pices 
The task did not require the ser- er 
vices of a professional research or- fol 
ganization. Interviewing a_ few M 
hundred homemakers easily and gi\ 
quickly disclosed the fact that most lar 
of them were impatient with chem- to 
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terms and other chemical jar- | 
used by those whose job it was | 
to translate the findings of the lab- 
oratory into the every-day language 
of the homemaker. 

In getting this chart to millions | 
omemakers we felt that the 
papers would be glad to dis- | 
tribute them for a few pennies—at 
a | fit. We approached one large 


ical 
go! 


of 


with the venult that its promotion | 


editor immediately broadcast the | 
offer to each paper in the chain. It 
W in his opinion, ‘a natural for | 


newspapers.” 
L. C. BECKHAM, 
\iodern Homemakers Institute, 
New York. 


a ae 
O.iers Book Pian 
ro the Editor: Here is a little | 


idea that perhaps you would like} 
to help sponsor in your publication. 

The camps throughout the United | 
States need the kind of books that | 
soldiers like to read. Instead of, 
giving the soldiers old, discarded | 
bo ‘kks—many of them of the type in 
which they are not at all interested 
and many of them that have been 
in homes since “1898” or so—why | 
wouldn’t it be a good idea for a\| 
group of citizens in each town to) 
form the “Victory Book of the| 
Month Club’? Each member would 
give written permission to his regu- 
lar department store or book store 
to charge the member’s account 
with a book each month on an auto- 
matic basis for the duration—no 
book to exceed $1 per month in 
price, and the type of books chosen | 
to be selected by the local USO or) 
the Victory Book Campaign. 

I believe that workers could be | 
recruited through the cooperation of | 
the American Women’s Volunteer 
Service. They would go to the 
homes in the better neighborhoods, 
where people are financially able to 
contribute $12 a year, payable $1 
a month, without missing the 
money. 

If this idea could take hold, I feel | 
confident that countless thousands | 
of members of this group would be 
contributing fresh, clean, new books | 
that would give the soldiers the | 
type of entertainment and reading | 
that they should have. 

LEONARD N. SIMONS, 

Simons - Michelson Company, 

Detroit. 


Worthington to Advertise 

Worthington Pump & Machinery | 
Corporation, Harrison, N. J., has 
appointed Moser & Cotins, New 
York, to direct advertising for its 
air conditioning division. Media| 
being scheduled are national maga- | 
zines and business papers. 
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YEARS AGO 
WE STARTED 
TO GROW 
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Minnesota Magicians “/ry Past Oue,* Sut 
Wisconsin Is Booming Along Intact 


98,000 of Its People Read Their 
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Home Newspaper 


‘THE 
SUPERIOR 
EVENING 
TELEGRAM 


Member of A. B. C. 


For more than 53 years Upper Wisconsin families have 
been buying and reading their home newspaper... 
over 21,000 of them subscribe to The Telegram in this 
rich dairying and industrial section of Wisconsin. Re- 
cently many folks have come in from elsewhere to boost 
the figure higher. 


Thousands of Upper Wisconsin citizens are now building 
ships to help in the war effort . . . 3700 in only one of the 
shipyards alone. Thousands of others on farms and in 
factories and on the railroads are doing more than their 
bit... (there are more than 4000 highly paid railroad 
men living in Superior.) 


Just to straighten out the record, here are some interest- 
ing figures about the Port of Superior in Wisconsin in 
1942: 


Superior, Wisconsin, shipped 31,528,615 tons of vital 
iron ore, 


31.54°/, MORE than Duluth, Minnesota 


Superior, Wisconsin, has a coal dock capacity of 
6,845,000 tons. 


32.09°/, MORE than Duluth, Minnesota 


Superior, Wisconsin, has 31,211,000 bushels of grain 
storage capacity. 


31.25°/, MORE than Duluth, Minnesota 


Superior and its hinterland are in Wisconsin. Its people 
read Wisconsin news and their home Wisconsin newspaper, 
The Superior Evening Telegram. If travelling to Minne- 
sota they cross a broad expanse of water and toll bridges. 
They are not much interested in Minnesota happenings, 
Minnesota politics, or in reading Minnesota newspapers. 


Naturally some of them occasionally look at out-of-state 
papers and other papers in Wisconsin, but they come 
right back home for their steady reading, of news, as well 
as retail and national advertising. 


We can't blame our Minnesota newspaper friends for casting 
covetous green eyes at the big war-time boom in The Telegram’s 
Upper Wisconsin, but we're too busy to take much notice. We 


just wanted you to know that Superior and Northern Wisconsin is 
a HOT SPOT right now. 


You see, along with everything else, the 
Dionne Zuintuplets are coming to Superior 
May 9th...their first trip to the U.S.A. They 
are going to launch five lease-lend ships for 
Britain from Robert Butler’s yard here... yes, 
five ships all at once, believe it or not... one 
for each young lady and named after her too. 


In a recent advertisement two Minnesota newspapers attempted to swipe a luscious section of Wisconsin 


to put with their own Minnesota territory. 


For More Than 53 Years - Upper Wisconsin's Home Daily 


THE EVENING TELEGRAM 


Member of Associated Press, United Press and NEA Service 


SUPERIOR, WISCONSIN 


Represented Nationally by 
BURKE, KUIPERS & MAHONEY 
INCORPORATED 
New York — Chicago — Dallas — Atlanta — Oklahoma City 


The Herald-Times, Manitowoc, Wis.; The Herald-Telegram, Chippewa Falls, Wis.; The Two Rivers Reporter, 
ASSOCIATED Two Rivers, Wis.; The Daily Advertiser, Lafayette, La. 


WITH WEBC, Duluth, Minn.; WMFG, Hibbing, Minn.; WHLB, Virginia. Minn.; WEAU, Eau Claire, Wis.; KVOL. 


Lafayette, La. 
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Canadian Chief — 
Defends Wartime 


Information Board 


Regard for Nation 
‘Never Higher,’ Is 
Grierson's Claim 


Ottawa, Ont., April 6.—The Cana- 
dian Wartime Information Board— 
like its counterpart in the United 
States, the Office of War Informa- 
tion—is having its troubles, too. 

Canada’s WIB has been under 
attack recently in Parliament and 
from some sections of the press for 
the high salaries paid some of its 
officers in Canada and the United 
States. 

Much as OWI Director Elmer 
Davis defended his regime in Wash- 
ington, D. C. (AA, March 29), John 
Grierson, newly-named_ general 
manager of the WIB, last week 
issued a 4,000-word defense of his 
organization. It was his first state- 
ment on poliey and operations since 
he was given the job in addition to 
his duties as general manager of the 
national film board. 


A “Nazi Conception” 


“It is proper for people to ask for 
visible and even spectacular results 
in Information, for they have been 
tutored in the notion that Informa- 
tion is a matter of highly spectacular 


campaigns and ballyhoo from the} 


top,” he declared. “They have, 
unconsciously, often adopted the 
Nazi conception of Information. 


They have not considered that the 
~ democratic conception may be 
utterly different and may proceed 
the more effectively because it is 
grounded on friendly contacts and 
a quiet understanding and fulfil- 
ment of needs. 

“It is the long, laborious and 
sometimes even petty processes that 
accumulate in Information. There 
are days, one knows, when Infor- 
mation men wonder what the devil 
they have done, and that is a sen- 
tence one would not wish to have 
taken out of its context. They have 
sat on committees; they have 
knocked about and seen half a hun- 
dred people, with no conclusions 
or apparent achievements to mark 
up on their cuffs. If they carry 
introversion too far, they may even 
say of increased linage that it has 
nothing to do with them, but only 
with Rum] and America’s interests 
in air bases. 


Not Done With Mirrors 


“But the fact is, as anyone may 
observe, that the notice of Canada 
and its war effort is more flattering 
today than it ever was, 
regard for Canada as a nation was 
never higher. It is not done with 
mirrors.” 

Mr. Grierson is frankly critical of 
earlier policies of his predecessor, 
Charles Vining, who believed in 


and the | 


keeping WIB strictly in the back-| 
ground. 

“Newspapers will remember their 
complaints about the Information 
department in Ottawa issuing too 
many publications and competing 
with the newsmen in their own 
work,” he said. “Well, I think my 
predecessor leaned over backwards | 
to meet those complaints, concen- 
trating on the task of lubricating 
the path for others and building a 
| background organization of contacts 
|}and communication from which the 
informational process could derive 
continuing strength. Unfortunately, 
it is only what is made readily 
apparent that is taken notice of.” 

Mr. Grierson apparently intends 
to maintain the earlier policy of 
respect for the “separate 
ereignty” of individual media and 
of the established information serv- 
ices of individual government de- 
| Rastepente. He outlined in some 
details two functions of the recon- 
stituted board. 


Outlines Reports Section 


One is a reports section “which 
| has all the makings of a very valu- 
,able research station indeed and 
which, in my own view, May give 
|a lasting service to Canadian self- 
understanding and unity. This re- 
ports section, apart from other 
analyses of organs of opinion— 
including Parliament, of course, as 
the first and most important of them 
—pays the newspapers of the coun- 
| try the compliment of taking them 
all seriously as a reflection of public 
need and public viewpoint. It is 
developing the same interest, on a 
sample basis, in American papers. 
Supplementing the specialized pub- 
|lic contacts of the departments, it 
is developing an over-all contact 
with the public, without which 
Ottawa cannot expect to keep ade- 
quately in touch with the people 
and their activities over 4,000 miles 
of territory.” 

The second function is the job of 
coordinating the information serv- 
ices of the government. 

“All the departments have their 
own information services,” Mr. 
Grierson points out, “and it is the 
handouts of the armed forces, War- 
time Prices, Munitions and Supply, 
etc., that newspapers now receive 
on their desks. WIB is not imme- 
diately concerned with these serv- 
ices, but has the duty of seeing to 
it that, in consultation with the de- 
partmental officers concerned, wast- 
age of effort is kept within limits, 
campaigns are related and contra- 
dictions avoided. Such common 
problems are discussed weekly at 
a departmental coordinating com- 
mittee called by the WIB.” 


No Publicity Men 


| Mr. Grierson defended the fact 
that there were no “publicity men” 
on his board, explaining this by 
pointing out that the governing 
body consists of a chairman and 
vice-chairman (Dr. Norman A. 
MacKenzie, president of the Uni- 
versity of New Brunswick and Hon. 
Phillipe Brais of Montreal) and 
eight senior departmental officers 
who represent “the informational 
needs and problems of the govern- 
ment services.” The experts, says 
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Mr. Grierson, are with the “execu- 
tive instrument” headed by a gen- 
eral manager, “where it is presumed 
they properly belong.” The gov- 
erning board meets once a month to 
receive an account of stewardship 
from the general manager. “It rep- 
resents the ‘what’ and not the ‘how.’ 
It surveys the needs at home and 
abroad and leaves the experts to do 
something about them,” he said. 
“When Kate Smith comes to 
Canada, or Jack Benny broadcasts 
from Canada to millions of United 
States listeners, or the Quints go 
South to launch five ships at 
Superior, Wis., that is WIB. If 
Canadian trade commissioners of 
South America, South American 
|editors and business men find an 


sov-| airmail newsletter from Canada on} 


|their desks, this also is WIB,” he 
added. 


WIB’s Ground-work Laid 


| “If the Canadian linage in Ameri- 
|can papers has increased four times 
| in six months and the Canadian still 
| photographs carried, as well, have 
|multiplied many times, it has a lot 
|to do with the ground-work laid 
and the present operation of WIB’s 
New York and Washington offices. 

“If the attitude of some news- 
papers in the States has become 
more informed than hitherto; if the 
negatives are fewer and the posi- 
tives more, and so many articles are 
now being carried to say that ‘Can- 
ada is now showing the way’, that 


ground-work of WIB. 

“Even if the results do not appear 
spectacular, I repeat that the last 
period of Information development 
in Canada has been devoted to lay- 
ing foundations, and in a wide and 
various field of interest. The next 
period will demonstrate how we can 
develop the work already initiated, 
without being crushed by the happy 
pluralism of a political experiment 
so fantastic as the Canadian nation.” 


J. S. Knight Named 


Censorship Liaison 
| John S. Knight, publisher of the 
|Akron Beacon Journal, Miami 
| Herald and Detroit Free Press, has 
| been appointed liaison officer be- 
\tween the Office of Censorship and 
|British censorship organizations, 
and will be stationed in London. 
Mr. Knight will work closely with 
the British postal and telegraph 
censorship department on problems 
relative to examination of interna- 
tional mail and cables, and with the 
British Ministry of Information on 
press censorship problems. 


Joins Rickard & Co. 


Mary C. Beckman, formerly as- 
sistant sales promotion manager of 
Irvington Varnish & Insulator Com- 
pany, Irvington, N. J., has joined 
the creative staif of Rickard & Co., 
New York. 


also has something to do with the 
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N.Y. Red Cross 
Receives Quarte; 
Million in Space 


New York, April 6.—Adve 


and publishers in New Yor! ity 
contributed a total of 23,815 inches 
of free advertising space to the Reg 


Cross war fund drive, accordine ; 
Colby M. Chester, general chai, 
of the Red Cross War Fund of Now 


York City. 


This support, nearly four ; 
that contributed in 1942, set a 
record, Mr. Chester reported. 4q- 
vertising linage was valued at 
$250,000. 


Department Stores Head Lis 

New York department - stores 
headed the list of contributors s\\p- 
porting the drive in their advertise- 
ments, with business papers second. 

The records in the 13 categories, 
as reported by the space solicitation 
bureau of the Red Cross War Fund 
of New York City, are: 


Contributors 

Department stores 
Business papers ......... eS . 5160 
Magazines and dailies........... 2805 


Inches 


Foreign language papers....... 2415 
Ee ere es : 1400 
Savings banks ... Cea ak oe . 888 


Beverages 
Neighborhood papers 
Furniture stores 
Shoe stores 
Men’s wear 
Programs 
Miscellaneous 


20; MORE DAILY CIRCULATION 


THAN ANY OTHER DAYTON PAPER 


AT THE SAME LINE RATE 
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War Hits Retail Birth Rate, 


but Deaths Stay Near Normal 


War Streamlining 
Called Less Painful 
Than Anticipated 


By WALTER MITCHELL JR. 


In most discussions of the effect 
of the war upon the structure of 
American retail enterprise, princi- 
pal stress has been placed upon the 
mortality rate among retailers 
caused by such factors as shortages 
of goods, elimination of production 
me lines, manpower difficulties, 


a. These problems are contribu- 
ting mightily to the situation, but 


it must nevertheless be borne in 
mind that the ranks of retailing are 
being thinned by an automatic 
process of business birth control, 
far more rapidly than they have 
vet been thinned by any wartime 
mortality. 

It is true that the death rate of 
small retail enterprises in particu- 
lar is now apparently moving up- 
ward, especially in such lines as 
gasoline filling stations. Not long 
ago Dun & Bradstreet asked a 
nationwide sample of American re- 


tailers about their outlook for the 
coming year. Although they are 
hardy souls, full of courage, a good 
many now think they would like to 
fold up and call it off for the dura- 
tion of the war. Ordinarily, about 
one retailer in five, we think, dis- 
appears during the year—a high 


| 


ADVERTISING AGE 


Even this figure must be taken 
with some caution. There is no 
way of knowing what proportion 
of the country’s retailers would de- 
clare an intention to quit if asked 
in normal times. Also, there is no 
way of knowing the proportion 
among these pessimists who are 
merely letting off steam and will 
be found at the end of 1943 still 
doing business at the same old 
stand. 

In spite of the mortality rate 
among retailers, however—and even 
though this rate may logically be 
expected to increase as the war 


ApVERTISING AGE presents here the third of a series of authori- 
tative articles discussing the distribution system as it has been 
affected by the war, and as it is likely to emerge in the postwar 
period. The overall retail picture is presented in this article, 
written by Walter Mitchell Jr., director of business surveys, Dun 
& Bradstreet, Inc., who has just left for North Africa to serve as 
distribution economist for the Lend-Lease Administration. The 
first article in the series discussed population, the second dis- 
cussed wholesaling. A review of the somewhat mysterious gov- 
ernment study of concentration of distribution will be presented 


in the next article. 


rate of turnover—and a good many 
of these demises are not the result 
of advance declaration of intention. 
The retailer finds he is out of busi- 
ness when the sheriff moves in. 
Now, however, one in every five 
retailers seems willing to avow his 
intention to quit. 


goes on and as the consumer econ- 
omy becomes leaner and the prob- 
lems of the retailer correspondingly 
greater—the most serious decline in 
the number of retailers stems, as 
we have said, from an “automatic 
process of business birth control.” 
This fact was made spectacularly 


evident when the birth rate of retail 
enterprise turned sharply down- 
ward as soon as Congress began 
to debate a selective service act in 
the summer of 1940. It has con- 
tinued downward ever since, as the 
hazard of military service  per- 
meated the thinking of a larger pro- 
portion of potential retail proprie- 
tors. Each man decided for him- 
self that it didn’t seem sensible to 
go into business and risk his sav- 
ings when merchandise was becom- 
ing scarce and he himself might 
soon be in the Army. 


Trends of Business Births and 
Deaths as Shown by Dun & 
Bradstreet Records 

For many years the Dun & Brad- 
street Printing Office has kept a 


record of the total number of names 
added to and removed from each 


Reference Book as part of the con-| 


trol and cost records for operating 
purposes. The by-product use of 
these figures to indicate business 
birth and death trends was first a 
subject of experimental study in 
1937. With that small exception, 
only the totals have been kept as a 
continuous record until September, 
1941. Detailed analysis has been 
made of the changes in the Septem- 
ber, 1941, Reference Book and in 
the May, July and September, 1942, 
Books. No detail (except the 1937 
survey) is available before Septem- 
ber, 1941, since the printers’ tickets 
used to add or remove names from 


all, history will record the distinguished service that paper rendered in the 
battle for civilization. Pulp for explosives and paper for food packaging, equip- 
ment wrapping, shell casings, war maps, worker morale house magazines, war 


posters, and the maintenance of essential business . .. thus Champion products 


De 
S the Piper 
HANGER 


7 . When a sadly delayed Retribution finally overtakes the master monster of them 


are helping blast the road to Berchtesgaden. Within the limits 


fixed by Government and the industry, Champion is devoting 


every energy to producing the vital materials needed for victory. 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO . .. CANTON, N. C, .. . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


and Tablet Writing . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 


NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI + ATLANTA 


FURY ICTORY 
oY BUY 


staves 


| Limitations of the Figures 
| Because figures on business births and 
deaths are a by-product of the commer- 


|} cial reporting function of Dun & Brad- 
| street, they have certain limitations as 
| statistics. Interpretation of the figures 
given in the accompanying tables should 
take into account the following basic 
characteristics : 

1. Dun & Bradstreet Reference Books 
are issued every two months, and al- 
though they do not cover the entire eco- 
nomic system, they probably comprise 
more than 75% of all business concerns 
in the United States. They do not in- 
clude financial institutions, railroads, 
many types of service organizations, nor 
lawyers, doctors, or farmers. Chain 
stores appear as single concerns; their 
individual stores are not generally listed 


separately. 

2. Every time there a change in 
ownership of a concern or a change in 
its legal form of organization, a new 
| listing is required in the Reference Book 
| and the concern may appear as both a 
|}name obliterated and a name added. 
Such changes account for about 40% of 
the “names added."” Consequently, both 
the birth and death tabulations shown 
here contain an underlying stratum of 
successions which is assumed to be rea- 
sonably constant. 

3. Reporting procedure results in a 
slight time lag and a few omissions. 

4. The number of previously un- 
heralded demises reported in the March, 
May and July Reference Books in each 
year is slightly larger than in the other 
three issues, causing a “seasonal” va- 
riation in the busines death figures. 

5. Mechanics of Printing: Each Refer- 
ence Book reflects the business popula- 
tion from one to three months previous 
to the month of issue. The lag in this 
case is caused by the mechanics of get- 
ting the ticket changes into print. 

6. In both names added and names 
obliterated, the errors and time lags are 


is 


relatively constant, and do not affect 
comparisons between areas or compari- 
sons of figures in a given month with 
those of the same month of another 


year. 
/earlier issues have been destroyed. 

The only valid and safe compari- 
|sons are on a year to year basis 
| because of “seasonal” variations in 
_ both birth and death data as now 
collected. 


Two Types of Information 


Consequently, two types of infor- 
mation are presented here: (1) The 
long-term history of business births 
and deaths showing the marked 
downturn of the business birth rate 


gives you these 
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APPARENT CHANGES IN BUSINESS POPULATION, L. S. AND SIX SELECTED STATES 


Summer of 1941 vs. Summer of 1942+ 
(Blanks have been left wherever the number of cases was too small to be a reliable indicator) 


——Net Changes—Actual Numbers ——————————————__ 


~— 


- | 
U.S. Total Conn, Kans. La, Mont. N. Y¥. Tenn, | 
1941 1942 "41 °42 ‘41 °42 ‘41 °42 “41 °42 ‘41 °42 ‘41 °42 
Retailers 
0 ROR cree ee +130 -263 —19 —35 —14 —48 6S =O) +194 —84 44668 —~-77 +14 —T7T7 
Farm Supp. & Gen'l Stores... —416 -§95 ms  —1S —]7 —§ —34 f - —18 —1§ —34 +38 | 
General Merchandise ....... +1 —321 the ar 0 10 ve he ~~ +11 -7 —ji —I13 
Ee ee —120 —544 +2 —12 —15 —b : + as =" ——F «<«§9 —) 11 | 
Furn. & Household Furngs.. +113 —225 a i avn ce os —32 —37 ee | 
Radio, Elec. & Gas Appl..... +67 —679 — - —13 —10 - =f Me +11 —35 bys -. | 
Motor Vehicle Dealers....... +217 —1142 +9 21 —4 —46 0 —16 me ~ +17 —55 +11 —17 | 
Auto Accessories ........... +46 —275 ia a se i ey _ a -. 12 —34 we | 
Se wc le od 6.60 +203 —3111 +13 —16 —101 —128 +4 —48 +4 —12 —3 —102 +18 —64 | 
Lumber & Building Materials —169% ~401 ait -. —20 —15 2 —17 -——-21 —255 0 11 | 
Coal & Other Fuels.......... +26 —141 . wa , , +1 —10 st 
EE a Ses. onc ineese -536 —858 GS =§§ =f —§9 - ie Se ae aoe he ees 
ow kwe eaine ba oe ore +1897 —352 +25 +6 —19 -27 + 50 +2 +4 -—18 +198 +42 +40 +59 
Soot Sas ciel edna oie oh Oe +290 890 +23 —30 —33 —27 +1 —42 +1 —34 +176 —99 +27 —I17 
ES Bl ot i'n oe eee ak ea +1749 -12265 +48 —120 —239 —356 +135 —216 +24 —101 +742 —647 +68 —140 
tatio of Births to Deaths*.. 105 64 113 74 4 40 126 56 115 55 120 79 112 $1 
*Number of births per 100 deaths. 
*Changes published in the September Reference Book ordinarily would occur in the latter part of June, in the 
month of July and the first part of August. 


beginning in the middle of 1940 As will be noted from the accom-| suffering from increased food costs 
the Selective Service Act} panying table showing the trend of|and the difficulties of raising meal 
came up for discussion. (2) The/retail births and deaths for Sep-| prices by corresponding amounts. 


when 


detail of business births and deaths| tember, 1941, and September, 1942, The remaining retail lines (exce 
in the summer of 1942 compared| by lines of business, the retail birth| the carryall “All Other”) show 
with the summer of 1941 (Septem-| rate has dropped substantially in all| moderate lowering of death rates. 


ber issue of Reference Book) show-|trades. Shortage lines show the It may be helpful in bringing this 
ing how the overall death rate has| largest decreases. Some of them| picture of retail births and deaths 


remained about the same while the| (dealers in motor vehicles and elec-| into sharper focus to show some 


birth rate has declined rapidly; and| trical goods) also reflect the pinch| the changes—in actual numbers— 


how increased death rates are con-|of shortages in increased deaths.| of various types of retail outlets 


fined to a few trades directly and| Restaurants, the only other line|vertain states. Early this year the 
violently affected by wartime short-|showing more deaths than during| author appeared before the Senate 


ages. 


the previous year, are doubtless!small business committee, and 


pt 
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of 


in 


in 


21 years ago we started to 
cROW. In 1922 KPO Was a tiny 
100 watt station. Today KPO's 

power popularity ee market 


coverage and low cost-per- 
listener make KPO the 


most productive (draft-exempt) 
salesman mR in the rich 


Northern California market. 
Alert advertisers are enjoying 
a rich slice of KPO's 21st 

birthday cake. a 


REPRESENTED BY NBC SPOT SALES OFFICES 
New York « Chicege «+ Sen Francisce « Beston 
Cleveland «. Denver « Weshington « Hellyweoed 


50,000 HIGH FIDELITY WATTS 
NATIONAL BROADCASTING COMPANY «+ RADIO CITY « SAN FRANCISCO 


Jan... 


March ... 


(As indicated by number of names added to and obliterated from 
Dun & Bradstreet Reference Books) 


TREND OF RETAIL BIRTHS AND DEATHS 


(As indicated by number of names added, obliterated, and 
remaining in Dun & Bradstreet Reference Books) 


Names 
Added 


--+ 63,700 

.. 67,700 
--- 58,300 
... 64,600 
--- 63,300 
... 63,000 


--+ 62,200 
.. 58,600 
...- 59,000 
66,000 

. 63,600 
... 62,600 


... 77,000 
ss 64,500 
..- 62,800 
... 77,900 
... 70,800 


oe. 67,200 


.-. 71,200 
-. 62,800 


: .. 64,800 


72,400 


-.+. 69,700 


--+ 63,000 


--+ 67,700 
63,000 


TOTAL UNITED STATES 


April 12 1943 


— 


Refer- 
Names Listed . ence Names | sted 
Oblit- at End of Book Names Oblit- at) y, ae 
erated Period Issued Added erated »p ried 
1938 
56,000 1,977,800 May ..... 63,500 71,400 2 na 
57,700 1,988,100 = 67,600 57,900 2 500 
63,800 1,983,300 | 66,900 60,500 2 400 
69,000 1,977,900 Nov. ..... 61,400 55,000 2 7 
59,900 1,981,300 1939 
53,700 1,990,300 Jan. ..... 66,500 59,000 2 600 
March ... 59,100 60,700 2 000 
55,600 1,995,400 ee 63,300 65,800 2.) an 
58,100 1,996,100 July ..... 65,100 62,900 2,12» r9 
66,400 1,990,300 Sept. .... 66,400 56,800 2.12 9% 
65,200 1,991,100 Nov. ..... 62,100 52,300 2.142 go 
61,600 1,993,100 1940 
64,700 1,991,000 eee 60,700 50,900 2.14.5 gop 
March ... 61,600 54,600 2,155 00 
64,500 2,002,700 May ..... 64,300 66,300 2,154 Ho 
59,200 1,998,400 , SS are 67,700 57,400 2,164 a0 
60,700 2,000,400 | a 64,100 51,900 2.176.500 
59,100 2,019,100 Nov. ..... 61,200 52,500 2,185 290 
57,900 2,032,000 1941 
50,700 2,051,500 SOR. .002% 62,300 54,900 2,187,800 
March ... 53,200 55,400 2,184 609 
60,400 2,057,600 ae 56,000 67,000 2,172 600 
60,700 2,061,200 July ..... 60,100 57,000 2,175. 806 
67,500 2,058,600 Sept. ..... 56,300 50,500 2.181.600 
60,000 2,071,000 TT 50,200 45,800 2,185.000 
55,600 2,085,000 1942 
51,800 2,096,300 Me saa 53,700 52,100 2,194,100 
March ... 45,000 48,700 2,190,400 
55,600 2,108,300 May ..... 41,500 58,600 2,173,200 
61,600 2,110,800 POI cca s 40,600 58,000 2.155.800 


TREND OF RETAIL BIRTHS AND DEATHS 


SEPT., 1941—SEPT, 1942 


-———Names Added—— -——Names Obliterated 
Sept. Sept. Per Cent Sept. Sept. Per Cent 


1941 1942 Change 11 192 Change 
i thin tiie hee ek 66s teehee 10,706 7,389 —31 10,576 10,020 5 
Farm Supplies & Gen. Stores 1,852 1,424 —-23 2,268 2,119 7 
General Merchandise ........ 883 554 —37 R82 875 | 
Pe seed eo he dk de ke ee 1,808 1,223 -32 1,928 1,767 \ 
Furn. & Household Furnish. 755 415 45 642 640 D 
Radio, Elec. & Gas Appliances 647 149 —77 580 828 +43 
Motor Vehicle Dealers....... 1,090 266 —76 873 1,408 61 
Auto Accessories ........... 488 151 —69 442 426 { 
og a ee ee er 6,569 2,850 57 6.366 5,961 - § 
Lumber, Bldg. Matl. Hardw.. 772 532 —31 941 933 - ] 
Cree @ CONST PWOhiccccscaces 437 245 —14 411 386 i 
ES oe os Sos Sw wee 918 577 -37 1,454 1,435 - 
TT TT CEE eee 6,564 4.542 31 4,667 4,804 a 
PS ae Fo eee 2,825 1,821 —36 2,535 2,711 + 7 
Ech tidaeakhaxess 208s OA 36,314 22,138 —39 34,565 34,403 l 


Sow't rec k HITLER, BUT... 
en A 


* The Chambers of Commerce of Beaumont, 


Port Arthur and Orange—the tri-cities of the 
vital Sabine defense area—accurately estimate 
that 250,000 people now populate the two 
counties of Jefferson and Orange. Nearly all 
men plus part of the women here are busy at 
work essential to our war effort. During the 
past eighteen months more than 87,000 people 
moved into this war-busy district of Texas. 
ra 
According to a recent survey completed by 
Philip M. Hauser, assistant director of the 
Bureau of Census, Beaumont and Port Arthur 
are class 3-A cities which grew at above aver- 
age rates consistently from 1920 to 1943 and 
are assumed, therefore, to have excellent pros- 
pects of retaining their war-time growth. With 
purchases hitting an all-time high, the Sabine 
area over which KFDM gives strong primary 
coverage, is a market you'll not want to neglect. 


REPRESENTED BY HOWARD H. WILSON COMPANY 


BEAUMONT, TEXAS —~~— SERVING THE 


BLUE NETWORK, 560 K.C., 1,000 WATTS _ MAGNETIZED 

MEANS BUSINESS SABINE AREA 
—_———-—-—-_—S 

*“Magnetized .. . drawing people and industries from other sections’ 
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25 
order to center the attention of the} 2. During an all-out war with a| war mortalities and such an indem- |repair work, converting automobile| merchant is still solvent. At the 
members of that committee on the| shrinking supply of civilian goods it| nity scheme would not only weaken | and repair shops to machine shops|same time, the supplier may help 
jocalized meaning of these figures,|is unnecessary to have as large a|the fiber and self-reliance on which | for sub-contracts on war work, etc.| by discouraging the addition of new 
presented a chart showing business| population of retail enterprises as| Private enterprise depends, it would | Nevertheless, it seems very likely| merchandise lines to retailers’ 
pirtns and deaths in the six states} would be needed in prosperous| also tend to mummify and preserve | that the mortality rate in other lines) stocks. It should not require an 
represented by members of the} peace times. We can, moreover, ill|@ll those incompetent enterprises | of retail and wholesale trade may|extraordinary degree of foresight 
committee — Connecticut, Kansas, 


Louisiana, Montana, New York and 
Tennessee. This tabulation is re- 
pr iuced on the opposite page. 


Confirm U. S. Trend 


(; will be noted that these six 
stoies to a remarkable degree con- 
frm the general United States 
d, of a slight expansion of retail 
population during the summer of 
911 and shrinkage during the sum- 
mer of 1942. The only exception is 
the state of Kansas, in which the 
re‘ail population was shrinking a 
year ago and even more rapidly in 
the summer of 1942. Observers 
vegest that this may reflect the 
n ‘vement of population from small 
towns into the newly-booming man- 
ufacturing centers of that state. 

In connection with these birth- 
and-death figures, it must obviously 
be borne in mind that units are 
being discussed, and that both birth 
and death figures increase sharply 
in inverse proportion to size—i. e., 
small retail enterprise is much more 
volatile and unstable than larger 
retail enterprise, and that, as a nat- 
ural correlary of difficult times, the 
small retailer is likely to be the first 
casualty. What develops during 
unsettled times, and what is clearly 
happening now, is that increasingly 
large number of “marginal” retail- 
ers are refraining from entering the 
retail field, and increasingly large 
numbers of established small retail- 
ers are going out of business. Thus 
the situation amounts to a “shaking 
down” process, in which the more 
aggressive and larger retailer, with 
greater financial resources, is able 
to weather the storms which prove 
disastrous for his smaller and finan- 
cially weaker competitors. 


Streamlining for War 


This situation means that well- 
established retailers in all lines are 
becoming more firmly entrenched 
than ever, and that, generally 
speaking, a smaller number of retail 
outlets is accounting for a larger 

irger proportion of retail sales 
—a concentration of retailing which 
will probably become increasingly 
evident as shortages of goods and 
demands upon the nation’s man- 
power increase. 

The writer’s conclusion from the 
record is that American business is 
streamlining itself for war in a 
manner more effective, less painful 
and less wasteful than any of us 
could have anticipated. The busi- 
ness population is being reduced 
primarily by a lower business birth 
rate while the overall death rate of 
business has until now continued 
unchanged. Moreover, the majority 
of types of retail and wholesale 
enterprises are actually showing 
vigor and longevity so that the 
death rate would be lower than in 
many years, were it not for the 
radical increase in the death rate of 
motor vehicle and appliance dealers 
caused directly by war shortages 
and the freezing of their merchan- 
dise. This record seems to me to 
point inescapably to three important 
conclusions: 


Three Conclusions 
|. This relatively painless, auto- 


afford the 30 or 40% of wasted 
man hours characteristic of peace- 
time retailing. Therefore, we can 
and should be content to see the 
number of retail enterprises remain 
smaller for the duration of the war. 

3. With the exception of such 
lines as automobile and household 
appliance retailing, where OPA is 
already attempting to help the in- 
jured retailer, it is impossible to 
distinguish a war casualty from one 
which is the result of ordinary in- 
competence. Consequently, any at- 
tempt to indemnify proprietors of 
closed enterprises would have to 
take ordinary mortalities along with 


which would normally have died in| increase. 

peacetime. It would confront our | It is the writer’s opinion that this 
boys at the end of the war with an| trend, under current conditions, is 
artificially overcrowded and over- sound, and that the best policy for 
competitive business structure, | the immediate future, as far as re- 
offering little opportunity for new/|tailing is concerned, might be 
enterprise. summed up in these four words: 


The Future 


These are conclusions from the | 
past record, but what about the Discouraging entry is a relatively 
future? Can we anticipate possible| simple task, requiring merely ad- 
increases in the mortality rate? The|herence to an already well-defined 
competent and fortunate merchants | trend. Encouraging exit may re- 
are adjusting their operations, for | quire government assistance to per- 
instance, shifting from the sale of | mit orderly liquidation of borderline | 
household appliances to service and| retailing establishments while the! 


Discourage entry; 
Encourage exit. 


for the average wholesaler or man- 
ufacturer to see the long-run value 
of such a policy. He will be better 
off to sell a curtailed supply of 
goods to as few customers as possi- 
ble, rather than sell that same lim- 


USE READY-TO-PRINT 


im CALENDAR PAD PLATES 


@ 818 styles of ready-to 
\} calendar pad plates — modern a 
| old favorite designs: yearly, three- 
“\f at-a-glance and single months. 
ALMANACS: Authentic, authori 
tative and accurate. Weather 
forecasts and moon phase infor 
mation iq manggc wipt he rm. Write 
Jor catalo 5c which 
will } op —— 4 > your first order. 


The FRANKLIN COMPANY si0w. van suren CHICAGO 


matic process is opening business 

portunities for the boys who come 

k from fighting our war. If we 

ndle our economy properly there | 

| be opportunity for millions of | 

se young men to be absorbed in| 

tiling, the natural stronghold of | 
vidual enterprise. 


INDIANA | 


Effective buying income in the 
Fort Wayne market has in- 
creased 118% during the past 
three years. The News-Sentinel 


dominates the market. 
for Test Campaign map. 


The News-Sentinel 


Fort Wayne's Good Evening Newspaper 
FORT WAYNE, INDIANA 


Write 


has been converted. 


movement of gor rds. 


, saree: today, reflects ' 
radical change that has taken 


place in American industry. It, too, 


Peace-time advertising is princi- 
pally concerned with the economical 


purpose of war-time advertising is 
the dissemination of ideas. 


’ 
one. 


“T wish you'd stop saying ‘Here comes another 


a a 
reflects the THe New Yorker has a proven 
record as a medium for quality con- down. 
sumer goods. Ideas are the most im- 
portant factor in the sale of such 
merchandise. It is only natural, then, 
that currently 62 advertisers should 
be placing their institutional mes- 


The primary ; ; ; 
sages in THe New Yorker. 


NEW 


These advertisers are using a time 


tested formula—selling from the top 
Through THe New Yorker, 
they are planting their ideas in the 
minds of 200,000 of America’s most 
influential, articulate leaders. 


THE 


No. 25 WEST 4320 STREET 
NEW YORK CITY 


YORKER 
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: aa —-— a from the manpower shortage, may |’ : 
ited supply to many oat eg roe Teeno OF Business brerus Ano DEATHS -TOTAL UNITED STATES ”| J ae oan ait ag ol Soteliing H erald-American’ 
homage 7 in sales effort, DOOK- (As mndicated by number of names oe od to Pees , after the wor then seaviouse. I M 
’ . $ trom. an sng in Qi d Bradstreet keteresnes s 
_ Moreover, by making all of his | 2200000 OE Se x F Sees Few Basic Changes ssues Manual for 
a ae re ee ie ae | _ Whether such deveicoments, it| Selling Chicago 
spread it over additional outlets, the| | | | | hg —+—__+——+ 7S ee we — a 
manufacturer will help to keep his ae AMES IN REFERENCE BOOK,” concentration ofa larger proportion Chicago, April 6.—‘“A y rkin 
primary outlets in business and to| | Ae of retail volume in the hands of|Manual for Sales Control «; ie 
maintain a sound distributing or-| | | os larger concerns is not determinable| Chicago Market” has jus: been, 
ganization for the postwar period.| |°°°°°° 1 at this time. Chain stores employ-| published by the Chicago Horaig_ 
; | | ing the cash and carry principle had| American, and is being mad Vail. 
Postwar Trends | a phenomenal growth in the 1920’s,| able to sales and advertising ¢xeoy. 
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What postwar trends will be in - ee te . result of developments during the | representative, the Rodney E Boone 
retailing cannot be predicted with Ball iw | | | previous war is uncertain. Organization. 
any certainty at this time. They 80,000 | eae ie So far as the basic structure of 


will depend to some extent at least 
on how long the war lasts and what 
happens to retail trade during that 
period. After the previous war, it 


, a ae a a a a a ae 
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x In 1942 business executives * 


* paid $1,008,305 cash-on- * 
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will be recalled, there was a sub- 
stantial increase for a few years in 
the number of retail concerns in 
business, followed in due course by 
a corresponding increase in retail 
mortality. The current declining 
trend in the retail population sug- 
gests that it is reasonable to expect 
a similar development after this 
war. 

Another possibility is that short- 
ages of consumers’ goods (which 


may continue for a time after the 
cessation of hostilities) may make 
skill in buying more important to 
a retailer than merchandising abil- 
ity—at least until production of 
consumers’ goods catches up with 
demand. During this period, retail- 
ers who survive the war’s adversi- 
}ties might receive some preferential 
treatment from their suppliers. A 
third possibility is that self-service 


and “self-selection” plans resulting 


C. E. HOOPER, INC. 


MIDWINTER 1943 


ON THE 


a 


MARCH 


THe number of sugar ration books issued 


in Chattanooga recently showed Chat- 


STATION LISTENING INDEX 


CHATTANOOGA, TENNESSEE 


WDOD “B” 
Morning Index 
(8 to 12 A.M.) $2.7 23.4 
Afternoon Index 
(12 to 6 P.M.) 45.5 29.5 
Evening Index 
(6 to 10:30 P.M.) 44.4 39.5 


“Cc” Others 
22.2 1.7 
23.5 1.5 
13.2 2.9 


the time buyers’ station! 


Anp WDOD is the overwhelming 
choice of Time Buyers for 
Chattanooga Market. A recent survey 0 
national spot business shows WDOD with 
76.9 per cent of all national business 
Station 
awarded 18.3 per cent, Station C 4.8 per 
cent. Here is conclusive proof of WDOD's 


placed in Chattanooga. 


dominance. 


tanooga making a substantial population 
increase . . . an increase totaling 16,365, or 
a 7.7 per cent of the total civilian popula- 
tion. The estimated increase for the State 


as a whole was .| per cent. 


the Greater 


16.9% 


B was 


STATION B 
18.3% 


STATION C 4.8% 


retailing is concerned, however, 
there seems insufficient reason for 
anticipating at this time any marked 
change as a result of the war. 


Nominate Officers for 
New York Adclub 


The nominating committee of the 
Advertising Club of New York has 
slated the following officers for 
election at the annual meeting to 
be held May 11: 

For president, John A. Zellers, 
vice-president of Remington Rand; 
vice - president, Lee J. Eastman; 
treasurer, James A. Brewer, presi- 
dent of Brewer-Cantelmo, Inc. For 
directors: Daniel Tuthill, vice- 
president, National Concert & Artists 
Corporation; Herbert L. Stephen, 
news editor, Printers’ Ink Publish- 
ing Company; Charles C. Green, 
managing director of the Advertis- 
ing Club of New York; Frederic R. 
Gamble, managing director of the 
Four A’s; James Wright Brown Jr., 
publisher, Editor & Publisher; An- 
drew J. Haire, president, Haire 
Publishing Company; and I. S. 
(Stick) Randall, assistant to the 
chairman of Transcontinental & 
Western Air, Inc. 


Pratt & Whitney 
Promotes Marshall 


Alfred H. Marshall, chief of engi- 
neering at Pratt & Whitney aircraft 
division, United Aircraft Corpora- 
tion, Hartford, Conn., has been 
named assistant sales manager. 

Mr. Marshall, who joined Pratt & 
Whitney in 1927, will be an assist- 
ant to T. E. Tillinghast. 


The first volume of this kind wags 


produced in 1929, and has beep 
widely used through the years. The 
new volume, excellently produce 


in new size and format, contains 
data not only for Chicago itsel!, py; 
for the entire metropolitan area, |; 
includes large-scale maps for each 
of the 54 sales divisions of the city 
and the suburbs of Oak Park 
Evanston, Berwyn and Cicero, with 
major and minor shopping areas 
and principal shopping streets 
shown as a time-saving device jn 
directing sales effort. 

Detailed information as to popu- 
lation, earned incomes, rents, retaj] 
stores, composition of the popula- 
tion, etc., is included. The maps 
of the various sections, as well as 
the color maps of the 40-mile area, 
the city itself and the 80 principal 
shopping centers and shopping 
streets will prove decidedly usefy] 
in breaking down the city into its 
component parts, routing sales calls, 
determining effective distribution, 
etc. 


Two of ‘Parents’ Group 
Admitted to ABC 


Calling All Girls and True Com- 
ics, published by the Parents’ Mag- 
azine Press, division of The Parents’ 
Institute, New York, have been 
admitted to membership in the 
Audit Bureau of Circulations. 

The first ABC report for Calling 
All Girls, covering the six months’ 
period ending December, 1942, 
shows an average net paid circula- 
tion of 243,700. The report for True 
Comics, covering the same period, 
shows 321,000 total net paid. 


LEADING 


six-day advertising . . 


11.8%. 


buy is the 


PHIL{¥8 


ATLY 


TABLOIDS « « + 


In Advertising Gains for 1942 


1st PLACE IN U. S. 


In ACTUAL LINAGE gained or 449,248 lines. 
Almost 3 times the linage gain of any Tabloid in 


. nearly twice the linage 
gained by any Tabloid publishing 7 days a week. 


1st PLACE IN U. S. 


In percentage of all advertising lines gained, or 
Three times that of any other Tabloid, 
including those with Sunday editions. 


March, 1943, Completes a Record of ; 


39 STRAIGHT MONTHS , 
of Advertising Gains 


With 91% of its circulation concentrated in Phila- 
delphia’s Rich Industrial Area . . 
payrolls in Philadelphia up 171% since June, 1941, 
today’s biggest and most economical advertising 
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PHILADELPHIA’S ONLY TABLOID 
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Prin convey to the public the fact that) 
OFFICIAL POSTER | V. Se Sh eee SC cteeeteinn % Weatherhead Turns the experimental stage in the com-| “axes ge! c-ege rane h 
inn | Cts, SRC. pany’s development of postwar. aymone spector Lompany nas 
YOUR COMPANY says- 


A en 
GARDEN VICTORY 


The official poster of the National Victory 

Garden Institute is now available to gar- 

den clubs, civic groups and others wishing 

to sponsor Victory gardens. Printed in full 

color, the 141 by 22'/4-inch design pro- 

vides space at the top for the sponsor's 
name. 


Consumer Attitudes 
on Black Markets 
Shown in Survey 


New York, April 7.—Black mar- 
kets can recruit customers from 
i8% of the housewives polled in a 
survey conducted by the American 
Institute of Public Opinion in New 
England, the Middle Atlantic states, 
the Midwest, Virginia and Ken- 
tucky, to study consumer attitudes 
on food rationing. 

Results of the survey, made in 
cooperation with the Advertising 
Council and submitted to the Office 
ef War Information, revealed that 
although most housewives associate | 
black markets with insanitary food 

poor quality, many of them are| 
spawns of illegal distribution chan- 
nels, either knowingly or unknow- 
ingly. 

Although the term black market 
is synonymous with “bootleg”? meat 
in the consumer mind, compara- 
tively few women realize there are 
such things as black markets in 


canned goods, the report pointed 
out, 


Claim Rationing Non-essential 


Chicago, has issued one of its rare 
expositions of its work in the form 
of a 12-page brochure showing how 
its far-flung technical facilities have 
been diverted to protecting and 
speeding up war production. The 
booklet is the work of Ben P. Cald- 
well Jr., public relations director 
and assistant secretary. 


White Elected V. P. 


J. Roger White has been elected 


Eye to Future in 
Forceful Campaign 


Cleveland, O., April 7.—The 
Weatherhead Company, currently 
devoted to the manufacture of flex- 
ible tubing, hose, pipe fittings and 
valves for automotive and aviation 
equipment, will soon institute a 
magazine and newspaper campaign 
with an eye to the postwar horizon, 
when many of its new products will 


/moved its offices to 595 Madison 
Ave., New York. The telephone 
number remains the same. 


products has now been passed and 
that ground-work has been laid for 
a healthy business following the end 


f th : 
of the war Universal to Hutzler 


| Hutzler Advertising Agency, Day- 

_| ton, O., has been appointed to 
BB aren —— fol pF onal wr ye the advertising of Universal 
furthering the war effort, copy will ool Company of the same city. 
not reveal the exact nature of new 
products which will become avail- 


Copy Secretive 


vice-president in charge of sales 
and advertising of the Formica 
Insulation Company, Cincinnati. 
Mr. White has been with the com- 
pany since 1928 and for the past 
three years held the post of general 
sales and advertising manager. 


be introduced. 
The drive, 


marks the fir 


larger cities throughout the country, 


has placed copy in general maga- 
zines and newspapers. 
| The purpose of the campaign is to 


BIG NEWS! 


In the Wood Products 
ry. . 


able to American industry when the 
war is won. 

Maxon, Inc., New York, handles 
the company’s institutional and gen- | 
eral promotion, while Meerman’s, | 
Inc., Cleveland, directs technical | 
copy. 


god PRODUCTS 
a) member 


y= in the Fiel 


which will center in 


- 
st time Weatherhead INVESTIGATE 


Wooo Prooucr 


431 S. Dearborn St., Chicago, Il. 


oo25* 


Of those who claimed 
ing is not essential, 3% declared | 


this country harbors an abundance 
of food; 2% maintained warehouses | 
are bulging with edibles; and the) 
remainder asserted that the threat | 
of food allocation has precipitated 
hoarding and certain foods should 
not be on the rationed list. 

Other findings of the study were: 


1. About three-quarters of the 
women interviewed are firmly con- 
vinced their neighbors hoarded un- 
declared canned foods. 

2. Nearly 25% are of the opinion 
their neighbors will strive to secure 
rationed foods without relinquish- 
ng food stamps. 

5. Approximately 36% believe 48 

ts per person per month are not 
enough for family needs. 
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More than one-third believe | 
of their neighbors are patron- | 
black markets at the present | 


er 
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this year, 51,880 persons moved into 
Oklahoma County. During the 10 months 
between War Ration Books One and Two, 
population equivalent to that of Ashville, 
N. C., or Waterloo, Iowa, took up resi- 
dence here. 

Oklahoma City’s share of this influx was 
38,526, based on present school enrollment, 
bringing Oklahoma City’s population to 
the all-time high of 242,950 compared to 
204,424 at Census time in 1940. 

The peak has not yet been reached. 
Oklahoma City’s war plants and military 
establishments, just beginning to shift into 
high, will need additional thousands of 
workers. 


The 1940 Census, registrations for Ra- 
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All-Time High > 
March 14, 1943 | 


can only be snapshots of an Oklahoma City aa | 


of other days. Its growth is a moving pic 


160 000 | | 
ture changing, growing constantly. on 
6 000 
The Oklahoman and Times, too, are 7 


= 
| 
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growing . growing in circulation, in 


power and influence to do a bigger and 


| 10-Year Growth of | 
The Sunday Oklahoman 
ret 
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better selling job than ever before for 


advertisers. 


THE OKLAHOMA PUBLISHING CO. 


The Farmer-Stockman * WKY, Oklahoma City *® 
KLZ, Denver (Affiliated Management ) * 


KVOR, Colorado Springs 
Represented by The Katz Agency, Inc. 
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— a _ —— Apr 
super - advertising man is Bert ——— _— 
Super-Admen Able Johnson, advertising manager of 
Kroger Grocery & Baking Company, + H 
author of “One Nation for Sale,” j e ] a r VY oO a n A n 
to Sell Peace to just published by Johnson . “1 
; r. FS ‘ 
ey. Poe tag mr — public This diary embraces the observations and reflections of one of America’s Da 
- 7 relations advertising is far over the most prominent and widely known advertising men. It is presented in 
World Vy al d head of Joe America is well known; ADVERTISING AcE weekly, exactly as written, without benefit of “editorial 
ISU ize it has been given expression in the direction” of any kind. The author is glad to receive comment, but can- 
portfolio of war advertisements re- not answer letters, except as he may find it appropriate to do so through a 
Cincinnati, O., April 7.—Enter| viewed in detail in ApveRTISING AGE the column. 
icist — isi i h 20, 1942, issue; in a ; . , , h 
ome cake son eimig uneupoenenins nal 7 don war work in the March 29. Strolling along a New York secure an overall counseling relationship ‘il 
between the business man and Joe| Cincinnati area, and in a series of canyon at sundewn I noted for the first with one good agency will more than offset a 
America; the “combination mar-| posters developed for Kroger stores time that the skyscrapers of commerce the possible gains from a competitive stim- a 
keter - advertiser - psychologist -| which are now being widely used reach nearef to Heaven than do the spires ulus among agencies. Com 
sociologist who is seasoned in expe-| by others throughout the country. of the churches. Thought there must be fe a a 
rience, tried by the fire of hard| “One Nation for Sale” is tough, some significance in this, but just what it nam 
campaigning, versed in the science | hard-boiled, provocative and earthy. was eluded me for the moment. April 2. In Washington talked with some emp 
of moulding public opinion.” Many of its concepts of advertising @ of the lahor people who were riled over now 
Creator of the new title for this|as a public relations force, many of Lou Maxon’s rise to power in OPA. It EX 
its comments on who Joe America March 30. Interested in studying the seems that Lou doubted whether grade list 
EMPLOYEE oe ~ Line. — a ne wants, reading ratings on two different publica- labeling would be a factor in the winning lics 
IDENTIFICATION BADGES oe prevens mime * th 1. ~~ tion campaigns which we have run on the of the war. This alone was enough to eA 
advertising men; but the book cer- same product. The first secured relatively | make Donald Montgomery, now C. I. O. vel 
TRANSPARENT IDENTIFICATION | tainly won’t put them to sleep. high ratings, and was accompanied by a representative to OPA, cry “Off with his how 
CARD CASES Here’s Mr. Johnson's thumbnail modest increase in sales. The second head!” These battles of the Potomac are plan 
Write for Catalog sketch of the job facing the Human- secured very low ratings, but was followed _— great helps to Hitler. — 
ST. LOUIS BUTTON COMPANY | ‘“'S'S (not by any means to be con- by a sensational sales increase. The con- jo 
Manufacturers fused with humanists): clusion seems to be that reading ratings ° ant 
415 LUCAS AVE. ST. LOUIS, MO The Humanicists must work in are just what the name implies—good indi- W " 
cators of reading, but not necessarily indi- “ - y = a a ro Bell bap pond ~ nt 
oe eS - tree a miracle of bloom. But by nightfail cage 
* a cold wind came up out of the Northwest McC 
which made me shiver with apprehension chin 
March 31. Years ago I had a client who for my future pies. Thanked the Lord that Rail 
went from New York to Atlantic City for I had had sense enough to plant my or- met 
nearly every week-end. He insisted on chard where there is good air drainage, so Blu 
having the railroad right of way practically that my chances of being frosted out are Wes 
lined with painted bulletins displaying his greatly diminished. Wes 
name and wares, the chief value of which and 
was that he could sit in the club car with e and 
his friends and watch himself march by. gen' 


—AT HAMMOND, LOUISIANA— 


IS IN WWL-LAND 


and so are 10,000,000 customers from five different states 
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ute 
“er, 
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= New Orleans 


CENTER of what is probably the most 
productive strawberry section in the 
world, Hammond, La., represents but 
a very small part of the prosperous 
Deep South, dominated by WWL. 


Some of the easy war money of today is 
resulting in the same kind of advertising, 
particularly in publications read _ prin- 
cipally by business men. 


April 1. See by the trade news that an- 
other big advertiser has split his business 
among four agencies. If a manufacturer 
has products which are closely competitive 
between themselves—as in the soap busi- 
ness—I can see some wisdom in this pro- 
cedure. But when an advertiser’s chief 
reason for such a move is to maintain an 
alleged state of competition between agen- 
cies he makes a mistake. The failure to 


April 4. (ON THE NATURE OF AD- 
VERTISING KNOWLEDGE) It is said 
that a Lord & Thomas man once tried to 
persuade A. D. Lasker to set up a market 
research department. “What good would 
it do?” said A. D. “A stack of figures a 
foot high wouldn’t change my mind if I 
didn’t agree with them.” This story may 
be apocryphal, but it perfectly illustrates 
the reliance which skilled advertising men 
have placed on their intuitions. Lasker 
had these intuitive processes highly de- 
veloped, and used them with great profit 
to himself and his clients. What these pro- 
cesses are, and how they may be developed, 
are still subjects of the highest importance 
in our craft. 


NO OTHER station can compete for 
Deep South supremacy against WWL’s 


the fields of labor and public rela- 
tions and their purpose will be to 
bring capital and labor together in 
peaceful economic harmony. These 
Humanicists must be men who are 
students of people because their job 
will be the job of selling Joe 
America the comparatively new 
idea that business men and indus- 
trial leaders are not such bad guys 
when you see them stripped in the 
locker room. When the story is 
properly told, it will be as inter- 
esting, if not more so, than the 
stories of the movie stars and the 
baseball players. It will be what 
Joe wants to hear and can under- 
stand. Fundamentally, it is the story 
of Cinderella—rags to riches—the 
greatest story of them all and the 
one dearest to America’s heart.” 

Some of the concepts of Joe 
America which Mr. Johnson has, 
and some of his philosophy that 
public relations advertising misses 
the boat too often, can be gleaned 
from these random quotes from 
“One Nation for Sale’’: 

“Joe America is not news! . 
Joe America is never news! Joe 
America never makes the front 
page. If he does, he ceases from 
that moment to be Joe America!” 

“While Freud, Jung, and Adler 
were analyzing the motivations of 
mankind, Barnum, Goddard, Patter- 
son and MacPhail were busy moti- 
vating millions of people toward the 


ing, Joe America is, firstly and fore- 
mostly, the Market. Joe is the man 
whom we must know, must under- 
stand. His opinion, not our opinion, 
not the board of directors’ opinion, 
not Wall Street’s opinion, but the 
opinion of Joe America, must we 
court.” 


“Syphon It Right Out” 


“The first step, the very first 
effort, in selling Joe anything is 
one of displacement. You must first 
take away Joe’s previous notion, his 
previous prejudice, his previous 
habit—syphon it right out of him— 
before you can hope to slip your 
idea, your product, your selling 
point into its place.” 

“No company, unless it is a com- 
plete and utter monopoly, can 
afford Reminder Advertising. . . 
Any advertising worth the name is 
an investment. It must, therefore, 
be skillfully planned, in accordance 
with the Laws of Displacement and 
Point of Superiority, to mould pub- 
lic opinion.” 

“The Humanicists of tomorrow 
will understand Point of Superiority 
completely. They will further 
understand that Joe America buys 
beans, balmacaans and beliefs, all 
in exactly the same way.” 

And this concluding paeon: 

“Once the job is given into the 


hands of the Humanicists, they 
must begin at once to sell Peace to 
everyone, everywhere. They must 
know, too, that it is their job to 
keep it sold. The product, Peace, 
will have the finest Points of 
Superiority in the history of selling. 
Peace will displace the ugliest and 
most loathsome competition ever 
known. The market will extend 
into every dark, remote or inacces- 
sible corner of the globe. Out of 
the mental laboratories of the 
Humanicists must come the finest 
campaign since the dawn of civilized 
selling. The campaign will be 
scheduled to run until it becomes 
unnecessary. The appropriation may 
soar to one hundred million dollars 
each year, but that figure will be, 
as a percentage to the gross cost 
of war, the lowest advertising 
budget on record. To the Chairman 
of the Board of the World Peace 
Fellowship, the Humanicists can 
promise earnings that will rise at 
an ever-increasing ratio of profits 
to costs.” 


Shortens Corporate Name 


The stockholders of the Strom- 
berg-Carlson Telephone Mfg. Com- 
pany, Rochester, N. Y., have voted 
to shorten the name to Strombers- 
Carlson Company. 


tion 


circus grounds, the newsstands, and 
the ball park.” 


Self-Interest Paramount 


“When once we fully understand | 
that Joe America can only be ap- 
proached through the channel of} 
self-interest, it seems a simple mat- 
ter to evolve a formula for wooing 
our market. Just ‘Give them what 
they want.’ But—it is not nearly 
so simple as it sounds. ‘They’ don’t | 
want anything. ‘They’ never did. 

“There is a reason for this lack of | 
wanting on the part of ‘they.’ The 
reason is that ‘they,’ Joe America, | 
is most universally affected by the| 
disease Neophobia. Neophobia _is| 
simply Joe’s dislike of new ideas, 
new thoughts and new things. Al-| 
though he would be the first to deny | 
it, Joe firmly believes in that old| 
| line, ‘Like father, like son.’ ” 
| “To those whose job it is to mould 
| public opinion through advertising, 
through selling, through campaign- 


clear channel, 50,000 watt signal, un- 
rivalled within a radius of hundreds of 
To sell the Deep South, buy 


miles. 


WANTED 
AN ACCOMPLISHED COPYWRITER 


Important Detroit agency seeks an experienced 
writer for several well known national accounts. 


Qualifications include thorough educational 
background, appreciation for and mastery of 
precise expression, the ability to collaborate with 
others, willingness to work. 


In reply give brief personal history, writing 
and creative experience, accounts worked on, 
salary expected. 


Box 4045, Advertising Age, Chicago 


Gu 50,000 WATTS—CLEAR CHANNEL 
, The Greatest Selling POWER in the South's Greatest City 


CBS Affiliote—Not'l Representatives, The Katz Agency, Inc. 
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of April, 1943. To each we make on the copy which appeared in ene. err ee a * : eae 
Honor Roll’ Ads this pledge: We shall do our best in| ruary, with the total sum red in Feb: | Four Added to Jeweler Names Hicks 
every way we can to hasten the day | we]] worth the public tribute it paid | N. W. Ayer Staff Kaye Jordan Company, manufac4 


when you come home—victorious.” | for. Richard H. Penndorf, Robert | Uring jeweler, has appointed Hicks 


. ntehitemsients emnaite. 
Tribute to és ee toe Sais tak Gueee poate | Harvester is having the advertise-| Buechner and C. R. Brown have | Advertising Agency, New York, to 
ay and all formerly employed by plants|™€"ts Planographed and sent to all| joined the New York office of N. W. | handle a — for Rusticana 
in or near Auburn, N. Y., Canton, factory superintendents, to be |Ayer & Son. Mr. Penndorf was | “Ub “wood jewelry 


Harvester Men Ill., Chattanooga, East Moline, II, mailed to the families of the men. | formerly with McCann-Erickson; | 


Davenport, Ia., Rock Island, and The —o also — a | Mr. Buechner was in the sales de-|"Auto Digest’ Moves 
Moline, Ill., Fort Wayne, Ind., Har-|¢Very former employe wit the | partment of Columbia Broadcasting! ‘The Chics 
Chicago, April 8.— Following up|lan and Cumberland, Ky., Hibbing armed forces by sending out a| System, and Mr. Brown was assist-| Digest oo Downes Gu we 


jmilar newspaper copy which it/and Virginia, Minn., Indianapolis,;™onthly newsletter to his latest) ant promotion manager of Ameri-| Jackson Blvd. 
van in other plant cities in Feb-| Milwaukee, Minneapolis, St. Paul,| mail address. The newsletters carry|can Magazine and was previously | 
ruary, International Harvester] Richmond, Ind., Springfield, O., and| quotations from letters sent in by| with McCann-Erickson. 


Comps any this week used full pages! Sterling, Ill., were honored by sim-|the men and list addresses where 
ilies and weeklies listing the|ilar public relations copy. Full| friends may reach them by mail. A 


Robert Moore has _ joined ne MAILING SERVICE 


agency’s Philadelphia office. 


nie of more than 4,000 Harvester! pages were used in most instances.| full-time organization is needed to| was formerly an account einen Multigraphi Wi * 
ng — . 

employes from Ye Chicago area Widely Circulated keep these lists up to date. of Brown & Thomas, New York, and | . P S Filling - in 

now in the armed forces. Copy for the unusual honor roll | prev iously was sales promotion | Addressing — Mimeographing 


Explaining that the full Chicago Cost of the space for the Chicago | advertisements was prepared by the|manager of National Distillers! 
list is too extensive to permit pub-| advertising approximated $10,000,)company’s advertising and public|Products and vice-president of THE LETTER SHOP, Inc. 


lication in a single newspaper page,|and almost that amount was s ent! relations departments. Evans Associates, Chica y 
the company included in each ad- - 4 . _ | 431 8. Dearborn St., Chicago = Wab. #655 


vertisement a box telling readers 
how the list is broken down by 
plants and printed in separate pub- 
lications. The schedule includes 
the Chicago Tribune, Daily Calumet 
and Calumet Record for Harvester’s 
Wisconsin Steel Works; Chicago 
Daily News for the Tractor Works 
and Chicago Transfer House; Chi- 
cago Sun for the McCormick Works, 
McCormick Twine Mill, Special Ma- 
chine Shop and Illinois Northern 
Railway; the Chicago Times, Calu- 
met Index, South End Reporter and 
Blue Island Sun-Standard for the 
West Pullman Works and Chicago, | 
West Pullman & Southern Railroad; 
and the Chicago Herald - American 
and Journal of Commerce for the 
seneral office, city sales organiza- 
tion and Harvester Press. 


Workers Make Pledge 


In a pledge which precedes each 
Harvester “Honor Roll” of names, 
workers still carrying on at home 
salute those on the fighting fronts. 
“We repeat our determination to do 
our part in keeping the weapons 
and supplies they need flowing un- 


failingly to them,” the copy con- , ee , eee . . ; 
tinues. “We present here and in pth Red — Sock. All dsiee ” uae are coset outdoors — not 
other blicati f the Chi 
consent ak boeiaaee roll os om ie eas forgetting the housewife who must take her ration book to market. 
men and women who were in the is 
service of their country on the sixth 
_ Millions of 


groups. . Outdoor ane ant eee ind eens to ests ‘new rich” 
specifically as well as to all other groups. 


der radius, 1 | ee more posiers. And new wartime 
allotments ves more =: salad coverage at no increase in cosi. 


CORE ALS SAVE Ome we 
beet ether bond 


_ ee: 


logge CORN FLAKES 


eople see it, read it, remember it. 
oster e} sen to view. Their brevity is in keep- 

a with laste Spee -ness. Thou size, color, pictorial copy, package 

presentation, and constant repetition convey a lasting impression. 


are + wale full blast, bustelies easidie. ad traffic Goutlest: Fa 2 
people work, eat. shop, go to the movies, and enjoy the fruits of full 
employment and high wages... It can also be used to reach army 
camps, rural markets, or regional areas. 


ASK OUR REPRESENTATIVE TO SHOW YOU THE LATEST SUPPLEMENT TO OUR WAR WORKER STUDY 


The study contains data on population increases, wage earners, wages. 
and the principal industries in 634 important industrial markets. 
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OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR INDUSTRY 
60 EAST 4200 STREET, NEW YORK CITY . 


CHICAGO - DENVER - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO 


NOW 
5,000 WATTS 
DAY & NIGHT - 600 KC 


The Only Columbia 
Station in Maryland 


Pave . RAYMER CO. Nat'l Sales Representative 
“* TORK . CHICAGO . SAN FRANCISCO - LOS ANGELES 


ATLANTA - BALTIMORE - BOSTON - 
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ADVERTISING AGE 


Brands in Pre-Rationing Era 


Popularity in Various 
‘Levels of Living’ 
Groups Also Shown 


[This is the twelfth of a series of 
reports, appearing exclusively in 
ADVERTISING AGE, highlighting the 
findings of the True Story-Crossley 
Continuing Consumption Index. In 
this article, a special compilation 
has been made “for the record,” to 
show which national brands were 
leading the sales parade in the ten 
cities studied during the pre-ration- 
ing period, and also to show their 
relative popularity among upper, 
middle and lower level groups. Ra- 
tioning, substituting point money for 
actual money to a large extent, is 
expected to change the pre-rationing 
picture considerably, so that it will 
be extremely interesting to see what 
happens to the relative standing of 
these brands. The material presented 
here has been developed by Everett 


R. Smith, research director for Mac- 
fadden Publications. } 


By EVERETT R. SMITH 


The consumption studies carried 
on in ten cities by the True Story- 
Crossley Continuing Consumption 
Index reveal a pattern of consump- 
tion habits as of the year before 
rationing which will be a record of 
importance to compare with the| 
situation at the time when rationing | 
ends. 

That the war economy will result | 
in drastic changes of the consump- 
tion pattern for many brands is be- 
coming widely accepted and has 
been stated by numerous students 
of the situation as well as in these | 
articles. Rationing will naturally 
be a primary factor in changing 
consumption habits. Since the lim- 
ited supplies will be distributed 
purely on a per capita basis, to a 
large degree all groups of consum- 
ers, regardless of former income or 


social level, will tend to buy the 
better quality and trademarked 
brands with which they have be- 
come familiar through national ad- 
vertising and the names of which 
carry prestige and the aura of qual- 
ity. Any slight differences in cost 
are of no consequence to the great 
majority of the American public to- 
day whose incomes have risen, 
particularly among the one-time 
middle and lower levels, far more 
than has the cost of living. 


Will Trade Up Generally 


As they become accustomed to 
buying quality brands of rationed 
products it is not an unreasonable 
assumption that they will also tend 
to buy the nationally known brands 
of other commodities, particularly 
since they now have the money to 
do so and much of that money is 
itching in their pockets. 

All of this means that the pattern 
of distribution will tend to follow 
the pattern of people and families | 
rather than of income or social, 
groups as they have been known in 
the past. The establishment of such 
habits will be of tremendous import 
in the postwar period, particularly 
after rationing ceases and when 
goods are available in more normal 
volume. This is of course one of 
the very strong arguments for the 
maintenance of a substantial vol- 
ume of advertising directed to all 
classes of people. 


Matched Against Groups 


Possibly a forecast of the situa- 
tion which will exist in the future 
can be seen from a matching up of 
the per family distributions by the 
three levels of the panel, against 
the distribution of brand use by 
those three levels in 1942. The 
studies upon which the figures in 
this article are based were made 
between Feb. 1 and Oct. 10, 1942, 
in Syracuse, Louisville, Grand 
Rapids, Pittsburgh, Portland, Ore., 
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make Troy 


000,000. 


i. the chain of evidence proving Troy is an 


From a profit standpoint Troy commands 
your attention, for it is a central city in Amer- 
ica’s 27th largest metropolitan district. 

More than 200,000 potential customers, 115,- 
000 of whom live in the A.B.C. City Zone, 


sales field every link is sound, 
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CANNED JUICES: FRUIT & VEGETABLE 


HOW BRANDS STOOD IN 
TOILET SOAP 
BRAND uPPER . MIDDLE : LOWER 
ircouoy SES 1 40.3 it 39.8 | 
Lux 38.5 i} 35.5 | 
SWAN | on 33.5 37.1 | 
PALMOLIVE | os 39.9 i} 35.6 | 
ow SEW «iT | 
oooy SE 41.3 ! | 32.7 | 
i 
SWEETHEART 32.1 46.1 i 21.8 | 
tvorY (SMALL) 29.6 32.6 I 37.8 | 
Lava [gIS.9 1 39.7 } : f 44.4 { 
CASHMERE rea | 980 | 
BOUQUET ; 
T 
! 


~ ‘ « 
CAMPBELL 39.1 | iF 32.1 | 
’ 32. | 
LieBY 34.1 36.0 | | 29.9 | 
DOLE 32.9 34.9 ! be 32.2 | 
i 
a oe | ; 43.3 37.8 | 
+ 
7 
DEL MONTE 38.8 } 31.2 | 
Li 
+ 
v-8 48.8 32.1 if 19.1 | 
’ 
i 
7 P ‘ete’ 
WELCH 30.4 35.7 ! | 33.9 | 
f 
BABY FOODS 
BRAND UPPER 1 MIDDLE : LOWER 
HEINZ 52.0 | } 21.6 | 
+ ——— — 
GERBER 27.4 40.3 : } 232.3 a 
7 
i 
v . tet algae a “ 
CLAPP 28.7 47.5 | }- 23.8 | 
| 
° COFFEE 
BRAND UPPER ! MIDOLE : LOWER 
EIGHT ovcvoce Mem 122-8 | $472 | 
. + 
MAXWELL HOUSE 38.4 ' | 33.2.8 | | 
T 
Sm 23555060 
CHASE & SANBORW 1.500 4 } 30.6 | 
' 
RED ao om | ' tet i 36.8 | 
+ —- 
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+ 4 
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CANNED VEGETABLES 


their shopping center. 


A tremendous backlog of war work forecasts 
continued peaks for payrolls. Defense produc- 
tion here in 1942, exclusive of output at the 
great United States 


Arsenal, totaled $70. 


Your strongest link to the buying power of 
this major New York market is advertising in 
The Record Newspapers, Troy's sole dailies. 
Read in 91% of all homes here, they enable 
you to reach “everybody” for a single low rate 
of l2e per line. 


P.S. Yes, we make 
chains in Troy! 


oe THE TROY RECORD 
sowrres THE TIMES RECORD 


All Advertising Direct 


BRAND UPPER MIDDLE LOWER 
t 
DEL MONTE 40.6 | i 30.0 | 
7 
t 
STOKELY 37.3 i} 35.7 ‘| 
t 
+ 
+ 
H 4 
AaP | 39.6 i 39.9 | 
4. 
. a om 
4 
HEINZ 32.9 39.6 | 27.5 | 
7 
as 
CAMPBELL ! 41.0 if 36.8 | 
7 7 
= + : 
vaw Came i 36.0 e 42.2 
4 we 
my + 
PHILLIPS 35.1 | {9452.3 | 
+ + 
GREEN GIANT 1.5 4 | £26.6 


Brand distribution of using families for ten products as shown by an 8-week study in 10 cities. 


PRE-RATIONING PERIOD 
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FLOUR 
BRAND UPPER ' MIDDLE ! LOwre 
GOLD MEDAL 46.5 ' a 
PILLSBURY'S om | wens a, 
AUNT JEMIMA 38.0 T uD 
: i 
veussoows a 42.0 4 br] 
sunnve evo fice aly 4 6 } 1 53.1 
PILLSBURY, OTHERS ' 43.1 if ; 
m= 7) 
1 
CLEANSING & SCOURING AGENTS 
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DENTIFRICES 
BRAND upper | MIDDLE Lower 
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CEREALS—COLD 
BRAND UPPER MIDDLE ; LOWER 
* KELLOGG'S CORN | y 
7 
‘ : 
WHEATIES 23.4 ' 42.1 | 34.5 
on Ps 


KELLOGG'S RICE 
KRISPIES 


".B.C. SHREDDED 
Wheat 


CHEER IOATS 2 41.0 
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GRAPE WUTS 
FLAKES 


KELLOGG’S 
OTHERS 


GRAPE mWUTS 
REGULAR 


POST TOASTIES 
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POST BRAN : 
FLAKES ! 37.7 if 39.2 
= 1 
SOFT DRINKS 
' 
BRAND UPPER I MIDDLE i Lower 
coca-ceta 37.0 =I | 30.1 | 
—+- 
PEPSI-COLA 7.9 | i? 30.3 7 
=> 
+ + 
ROYAL CROWN H | } o8.t ] 
+ : : 
CANADA ORY a9 | 
GINGER ALE 50.7 | 34.8 ES 
H 
CANADA DRY yr ‘| 
OTHERS u 41.9 
a 
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In each case the brands »'¢ 


listed in order of total families using. 


—— 


| Dallas, Omaha, Providence, Birm-| the ten cities involved. 


ingham and St. Louis. 


Story-Crossley panel were distrib-|trate the point. 
uted across the ten cities in these| families using Del Monte canned | 52.3%. 


proportions: 
Middle Level—36.6%, 
—37.6%. 


Upper Level — 25.3%, vegetables were distributed in this 
Lower Level| manner: Upper Level—29.4%, Mid- 
It will be recalled that | dle—40.6%, Lower—30.0%. 
these levels are based upon stand-| other hand Stokeley products were| we will find that Phillips canne¢ 


|'other extreme of the list are P 


Canned vegetables are a product/lips products, the users of w 
The 1,044 families in the True|now under rationing which illus-| were distributed: 


Upper Le\ 


For example, the 12.6%, Middle — 35.1%, Lowe 


Patterns May Change 


On the In the future it is possible 


~ 


ards of living as established dur-| distributed very closely to the dis-| vegetables, other conditions be" 
ing the past years and not upon|tribution of families in this fashion: |\equal, have maintained somew ‘4 


|current incomes. 
|represents a careful cross-section of 


The proportion) Upper Level — 27.0%, 
37.3%, and Lower—35.7%. 


Middle—j/the proportionate distribution 
At the! (Continued on Page 32) 
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3 Sane 
~ —_— —_ 9 Sean etree 
In Number of Families Using, As Shown By the True Story-Crossley Continuing 
Consumption Index Operations in 10 Cities—8 Weeks Per City, During 1942 
FOOD DENTIFRICES 
BABY FOODS BRAND TOTAL UPPER LEVEL MIDDLE LEVEL LOWER LEVEL 
BRAND TOTAL UPPER LEVEL MIDDLE LEVEL LOWER LEVEL 1. Ipana 1. Ipana 1. Ipana 1. Colgate Paste 
] 1, Meing 1. Gerber 1. Heinz 1. Gerber 2. Colgate Paste 2. Colgate Paste 2. Colgate Paste 2. Ipana 
» Gerber 2. Heinz 2. Gerber 2. Heinz 3. Dr. Lyon’s Powder 3. Dr. Lyon's Powder %. Dr. Lyon's Powder %. Dr. Lyon's Powder 
3. Clapp 3. Clapp 3. Clapp 3. Clapp > | Nee mene — . Pepsodent caete 4. Pepsodent Paste 4. Pepsodent Powder 
. a 1 i a iddie, | 5 Pepsodent Paste 5. Pepsodent Powder 5. Pepsodent Powder 4. Colgate Powder 
a ee oe AS Semmes, Cs ee ee eee 6. Teel Liquid 6. Teel Liquid 6. Teel Liquid 
65.4 7. Colgate Powder 7. Calox Powder 7. Listerine Paste 7. Pepsodent Paste 
] CANNED MILK Percent of total homes using leading brand (Ipann): All homes, 19.5; upper, 26.4; middle, 
1. Pet 1. Pet 1. Pet 1. Pet 18.4; lower, 15.5. 
2, Carnation 2. Carnation 1. Carnation 2. Carnation 
| 3, White House 3. Borden, Others 3. White House 3. White House HAIR PREPARATIONS 
4. Borden, Others 4. White House 4. Borden E.B. 4. Borden, Others 1. Drene 1. Drene 1. Vitalis 1. Fitch Shampoo 
5. Borden E.B. 5. Borden E.B. 5. Borden, Others 5. Borden E. B. 2. Fitch Shampoo 2. Fitch Shampoo 2. Drene 2, Drene 
] percent of total homes using leading brand (Pet): All homes, 35.5; upper, 39.6; middle, | 3. Vitalis 3. Vitalis 3% Fitch Shampoo 3. Vitalis 
43.5; lower, 35.2. . Vaseline Hair Tonic 4. Vaseline Hair Tonic 4. Halo 4. Vaseline Hair Tonic 
5. Halo 5. Halo 5. Vaseline Hair Tonic 5. Fitch Hair Tonic 
CANNED VEGETABLES 6. Fitch Hair Tonic 6. Fitch Hair Tonic 6. Fitch Hair Tonic 6. Halo 
LA&P 1. Del Monte 1L.A&P 1. A&P 7. Kremel 7. Kreme! 7. Kremel 7. Kremel 
2. Del Monte 2. Stokely 2. Del Monte 2. Stokely Percent of total homes using leading brand (Drene): All homes, 15.3; upper, 20.0; middle, 
a. Stokely %. Libby %. Stokely 3. Del Monte 14.8; lower, 13.1. 
1. Libby = 4 > P 4. Libby Ma Lf" Camp 
5. Heinz einz 5. Campbell a F y ’DERS 
é. Van Camp 6. Campbell 5. Heinz 6. Phillips oil or POWDERS 
7. Campbell 6. Van Camp 7. Van Camp 7. Campbell - Aven - Avon 1. J&J Baby 1. Avon 
7 tal h i eg al 2. J&J Baby 2. Coty 2. Avon 2. J&J Baby 
ress tota omes using leading brand (A&P): All homes, 31.9; upper, .2; middle, 34.5; | 2. Lady Esther 3. Mennen %. Coty 3%. Lady Esther 
] lower, 22.0, « ~oanen 4. J&J Baby 4. Mennen 4. Woodbury 
BE 5. Woodbury 5. Lady Esther 4. Woodbury 5. Mennen 
CEREALS—HOT 6. Coty 5. Max Factor 6. Lady Esther 6. Coty 
i. Quaker ye i. Quaker Oats i. Quaker Oats 1. Quaker ~~ 7. Max Factor 7. Woodbury 7. Max Factor 7. Max Factor 
2. Cream of Wheat 2. Cream of Wheat 2. Cream of Wheat 2. Cream of Wheat , R.2 8; 
| 4. Mother's Oats %. Mother's Oats %. Quaker, Others 3. Ralston cu total homes using leading brand (Avon): All homes, 13.5; upper, 13.5; middle, 5.6; 
4. Quaker, Others 4. Quaker, Others 4. Mother's Oats 4. Quaker, Others 
| 5. Ralston 5. Ralston 5. Ralston 4. Mother's Oats RAZOR BLADES 
. t of total h i 3 i 1 J d s 
nae Ars omes using leading brand (Quaker Oats): All homes, 42.3; upper, 38.1; middle, 1. Gillette 1. Gillette 1. Gillette 1. Gillette 
2. Marlin 2. Probak 2. Marlin 2. Star 
CEREALS—COLD % Probak 3. Marlin 3. Probak 2% Treet 
» 4. Star 3. Schick 4. Treet 4. Marlin 
i. Kellogg's C. Flakes i. Kellogg's C. Flakes 1. Kellogga’s C. Flakes 1. Kellogg's C. Flakes 5. Treet 5. Gem 5. Star 5. Probak 
2. Wheaties NBC Shredded Wheat2. Wheaties 2. Wheaties 6. Schick 6. Star 6. Schick 6. Schick 
3. a Se % Kellogg’ » KR. Krispies 3. Kellogg’s R. Krispies 3. NBC Shredded Wheat | 7, Gem 7. Treet 7. Gem 6. Gem 
1. re e ww IBC ; . ‘ ° o 
MBC Sarcaded WRERE 4 Whenttes ovcen fe SBC nredded Wheat &. Kellogg's R-Krtsples | percent of total homes using lending brand (Gillette): All homes, 24.7; upper, 48.; middle, 
6. Grape-Nuts Flakes 6. Post Toasties 6. Post Toasties 6. Cheerioats 33.6; lower, 19.6. 
7. Kellogg's Others 7. Grape-Nuts Reg, 7. Grape-Nuts Flakes 7. Post Bran Flakes 
S. Post Bran Flakes 7. Cheerioats 8. Kellogg's, Others Ss. Grape-Nuts Reg. TOILET SOAP 
Percent of total homes using leading brand (Kellogg Corn Finkes): All homes, 35.8; upper,| 1. Lifebuoy 1. Swan 1. Lifebuoy 1. Lifebuoy 
38.5; middle, 34.9; lower, 34.8. 2. Lux 2 Lux 2. Lux 2. Lux 
3. Swan 3 Lifebuoy 3 Palmolive 3. Swan 
CHEESE AND CHEESE SPREADS = cere > —vo > ey * —— 
i. Kraft .. _& - 5. Camay » Camay 5. Swan 5. Camay 
2 no 2 ss. My a Cream . ee 6. Woodbury 6. Sweetheart 6, Sweetheart 6. Ivory (Small) 
%. Phila, Cream %. Phila, Cream $. Borden 3. Phila, Cream Te dee,  seaer ceetth AP ge - ee. 
Percent of total homes using leading brand (Kraft): All homes, 55.1; upper, 55.0; middle, : a . Aes pe cage pene 


65.7; lower, 39.7. Percent of total homes using leading brand (Lifebuoy): All homes; 37.9; upper, 20.4; middle, 


41.4; lower, 40.4. 
COFFEE 


i. bight O'Clock 1. Maxwell House 1. Maxwell House 1, Eight O’Clock TOOTHBRUSHES 

2. Maxwell House 2. Eight O'Clock 2. Fight O'Clock 2. Maxwell House 1. Dr. West 1. Dr. West 1. Dr. West 1. Tek 

& Chase & Sanborn 3%. Chase & Sanborn 3%. Chase & Sanborn % Chase & Sanborn 2. Prophylactic 1. Prophylactic 2. Tek 2. Dr. West 

4. Red Circle 4. Red Circle 4. Red Circle 4. Red Circle % Tek 3. Tek 3. Prophylactic 2. Prophylactic 

5. Bokar 5. Bokar 5. Bokar 5. Bokar Percent of total homes using leading brand (Dr. West): All homes, 23.6; upper, 30.2; middle, 
6. Beechnut 6. Beechnut 6. Beechnut 6. Beechnut 21.3; lower, 17.6. 


Percent of total homes using leading brand (Eight O'Clock): All homes, 22.3; upper, 16.5; 
middle, 19.8; lower, 29.1. 


MEDICAL AND DRUGS 


CRACKERS AND COOKIES ANTISEPTICS AND MOUTH WASHES 


| SOS Ee Seeewe ay Seceee: Ee See Ee Ss Ee Se Ee Se Be ee 


t. NBC. Others J. N.B.C., Others 1. N.B.C., Others 1. N.B.C,, Others 1. Listerine 1. Listerine 1. Listerine 1. Listerine 
2. Loone-Wiles 2. Loose-Wiles 2. Loose-Wiles 2. Loose-Wiles 2. Aleohol (Rubbing) 2. Alcohol (Rubbing) 2. Alcohol (Rubbing) 2. Alcohol (Rubbing) 
+ NBC. Ritz : 3. N.B.C, Ritz 3. N.B.C, Ritz 3%. N.B.C, Ritz 3. Lavoris 3. Absorbine Jr. 3. Lavoris 3. Mercurochrome 
4 1, VBC. Sky Flakes 4. N.B.C. Sky Flakes 4. N.B.C. Sky Flakes 4. N.B.C, Sky Filnkes 4. Mercurochrome 4. Lavoris 4. Mercurochrome 4. Pepsodent 
Percent of total homes using lending brand (N.B.C., Others): All homes, 55.8; upper, 56.2;| 5. Pepsodent 4. Pepsodent 5. Iodine 5. Lavoris 
middle, 50.9; lower, 51.1. 6. Absorbine Jr. 6. Mercurochrome 6. Pepsodent 5. lodine 
Percent of total homes using leading brand (Listerine): All homes, 29.4; upper, 27.7; middle, 
DEHYDRATED SOUPS 24.6; lower, 36.1. ” ” ” 
1. Mes. Grass . Lipton’s Continental 1. Mrs. Grass 1. Mrs. Grass 
2. Lipton’s Continental 2. Mrs. Grass 2. Lipton’s Continental 2. Lipton’s Continental BODY DEODORANTS 
%. Minute Man 3%. Minute Man %. Minute Man 3%. Betty Crocker 1. Arrid 1. Arrid 1. Arrid 1. Arrid 
Percent of total homes using leading brand (Mrs, Grass): All homes, 31.1; upper, 24.1; 2. Mum 2. Odorono 2. Mum 2. Mum 
middle, 35.0; lower, 40.0, 3. Odoronoe % Mum 4%. Odorono 3. Odorono 
DRIED FRUITS Percent of total homes using leading brand (Arrid): All homes, 37.8; upper, 39.1; middle, 
; “i , 40.6; lower, 33.6. 
] 1. een 1. Sunsweet 1. Sunmaid 1. Sunsweet 
2. Sunmaid 2. Sunmaid 2. Sunsweet 2. Sunmaid . — . . _ 
*% Del Monte 3%. Del Monte 3. Del Monte 3%. Del Monte HEADACHE REMEDIES 
fA P 4. Dromedary 4A& P 4A& P 1. Bayer Aspirin 1. Bayer Aspirin 1. Bayer Aspirin 1. Bayer Aspirin 
5. Dromedary 5 A & P 5. Dromedary 5. Dromedary 2. Alka Seltzer 2. Alka Seltzer 2. Alka Seltzer 2. Alka Seltzer 
3. Anacin 3%. Anacin 3. Anacin % Anacin 
Percent of total homes using leading brand (Sunsweet): All homes, 36.3; upper, 46.2; mid-|4 Bromo Seltzer 4 Bromo Seltzer 4. Bromo Seltzer 4. Bromo Seltzer 
dle, 32.5; lower, 31.9, 5. B-C Headache Pd. 4. B-C Headache Pd. 5. Squibb 5. B-C Heandache Pad. 
FLOUR 6. Squibb 6. Squibb 6. B-C Headache Pd, 6. Squibb 
|. Gold Medal 1. Gold Medal 1. Gold Medal 1. Sunnyfield Percent of total homes using leading brand (Bayer Aspirin): All homes, 41.90; upper, 45.6; 
2. Pillsbury'’s Best 2. Bisquick 2. Bisquick 2. Aunt Jemima middle, 43.6; lower, 37.7. 
8 Aunt Jemima 3% Pillsbury'’s Best 3. Swansdown 3% Pillsbury’s Best 
] s. oe n 3. ype mn 4. Aunt Jemima 4. Gold Medal LAXATIVES : 
5. squic 5. Aunt Jemima 5. Bisquick 5. Swansdown ‘a 
6. Sunnyfield 6. Pillsbury, Other 6. Sunnyfield 6. Pillsbury, Other 1. Phillips Milk of Mag. 1. Phillips Milk of Mag. 1. Phillips Milk of Mag. 1. Phillips Milk of Mag. 
7. P » - «& . 2. Ex-Lax 2. Sal Hepatica 2. Ex-Lax 2. Ex-Lax 
“ - ilisbury, Other 7. Sunnyfield 7. Pillsbury, Other . Bisquick 3% Sal Hepatica 8. Ex-Lax %. Sal Hepatica 3%. Sal Hepatica 
| Rs gh Bg F pea using tending brand (Geld Medal): All homes, “16.65 upper, 19.6; mid- 4. Fletcher's Castoria 4. Fletcher's Castoria 4. Fletcher's Castoria 4. Fletcher's Castoria 
FROZEN FOODS Percent of total homes using leading brand (Phillips Milk of Magnesia): All homes, 26.7; 
» -— o4° 
] 1. sesanave 1. Birdseye 1. Birdseye 1. Others upper. 21.8; middle, 32.5; lower, = 
2. Others 2. Others 2. Others 2. Birdseye — ™ 
j Oy of total homes using leading brand (Birds Eye): All homes, 66.9; upper, 72.2; middle, HOt SEHOLD PRODL CTS 
2; lower, 50.0, 
‘LE: Ss x AN sc NG AGENTS 
GELATINS AND PUDDINGS Se oe 
1 1. Old Dutch 1. Sunbrite 1. Old Dutch 1. Old Dutch 
o Jell-O 1. Jell-O 1. Jell-O 1. Jell-O 2. Sunbrite 2. Old Dutch 2. Sunbrite 2. Sunbrite 
=. Royal Pudding 2. Royal Pudding 2. Jell-O Pudding 2. Royal Pudding 2. Brill $. Bon Ami 2%. Brillo %. Brill 
% Jell-O Puddi %. Jell-O Puddi a. Re uddi : ps . ae 4 Br! My y r 
e u ne ell-€ u ng 3. Royal Pudding % Jell-O Pudding 1. Bab-o 4. Brille %. Bab-o 1. Bab-o 
$. Reyal Gelatin 4. Royal Gelatin 4. Royal Gelatin 4. Royal Gelatin 5. Bon Ami 5. Bab-oO 5. Bon Ami 5. Bon Ami 
a. pon oA - Senile = oe - cmon &. 8.0.8. Pads 6. 8.0.8, Pads 6. 8.0.8. Pads 6. 8.0.8. Pads 
'. Junket 7. Kre-Mel 7. Kre- Mel z. Minute Tapioca Percent of total homes using leading brand (Old Dutch): All homes, 29.3; upper, 24.7; mid- 
~*. Minute Tapioen S. Junket 8. My-T-Fine . Junket dle, 31.9: lower, 30.1. 
Percent of total homes using leading brand (Sell-0): All homes, a4. 0; upper 67.6; middle,’ 
it: lower, 60.3, LAUNDRY BARS AND CAKES 
| JUICES: FRUIT AND VEGETABLES 1. Ivory (Large) 1. Ivory <oepe? 1. Ivory (Large) 1. P&G Naptha 
!. Campbell 1. Ca bell _- 1 7 1 2. P&G Naptha 2. Ivory (Medium) 2. P&G Naptha 2. Ivory (Large) 
2 Libby 2. Libbe _ Libby ome = Libby = 3. Ivory (Medium) %. Fels Naptha %. Ivory (Medium) 3%. Ivery (Medium) 
Dole 2%. Dole 24& P 2 A&P 4. Fels Naptha 4. P & G Naptha 4. Fels Naptha 1. Octagon 
|_A&P 4, $8 4. Dole 4. Dole 5. Octagon 5. Octagon 5. Octagon *. Fels Naptha 
\. Del Monte 5. Del Monte 5. Del Monte 5. Del Monte 6. Kirkman's 6. Kirkman’s 6. Kirkman’s 6. Kirkman’s 
V-8 6 A&P 6. V-S 6. Welch Percent of total homes using leading brand (Ivory): All homes, 47.4; upper, 50.7; middle, 
Ory of total homes using leading brand (Campbell): All homes, 25.7; upper, 25.5; middle, | 51.2; lower, 41.6. 
+ lower, 39.7. 
SALAD DRESSING LAUNDRY FLAKES AND CHIPS 
Kraft’. Miracle Whip 1. Kraft's Miracle Whip 1. Kraft's Miracle Whip it. Kraft's Miracle Whip |§ 1. Rinse 1. Rinse 1. Rinse 1. Rinso 
Hellman’s May. 2. Hellmann's May. 2. Hellman’s May. 2. Kraft'’s May. 2. Dus 2. Dus 2. Duz 2. Oxydol 
Kraft’. May. 2. Wesson Oil 3 Kraft's May. 3. Wesson Oil 2%. Oxydol 2%. Oxydol % Oxydol %. Dus 
| Wesson Ol 4. Mazola 4. Mazola 4. Hellman’s May. 1. Lux Flakes 4. Lux Flakes 1. Lux Flakes 1. Lux Flakes 
Mazola 5. Kraft’. May. 5. Wesson Oil 5. Mazola 5. Super Suds 5. Ivery Snow 5. Super Suds 5. Super Suds 
Percent of total homes using leading brand (Kraft's Miracle Whip): All homes, 38.3; upper, | 6. Ivory Snow 6. Super Suds 6. Ivory Snow 6. Ivory Snow 
0; middle, 44.2; lower, 31.4. 


Percent of total homes using leading brand (Rinso): All homes, 42.5; upper. 40.5; middle, 
e SHORTENING $4.6; lower, 41.7. 
Crisco 1. Crisco 1. Crisco 1. Crisco _ — — 
5 * Spry 2. Spry 2. Spry 2. Spry MISCELLANEOUS 
Nucoa Oleo 3. Nucoan Oleo 2. Nucoa Oleo 3. Swift Lard | i ace 
q Swift Lard 4. Swift Lard 4. Parkay Oleo 4. Armour Lard ALE AND BEER 
Parkay Oleo 5. Parkay Oleo 5. Swift Lard 5%. Nucoa Oleo 1. Budweiser 1. Budweiser 1. Budweiser 1. Budweiser 
Armour Lard 6. Sunnyfield Lard 6. Armour Lard 6. Sunnyfield Lard 2. Pabst Beer 2. Pabst Heer 2. Pabst Beer 2. Pabst Heer 
Sunnyfield Lard 7. Armour Lard 7. Sunnyfield Lard 7. Parkay Oleo 3% Ballantine Beer % Ballantine Beer a. Schlitz 3% Ballantine Heer 
, Percent of total homes using leading brand (Crisco): All homes, 33.2; upper, 29.7; middle, | 4. Schlitz % Ballantine Ale 4. Ballantine Beer 4. Schlitz 
‘08: lower, 22.9. 5. Ballantine Ale 5. Sehilitz 5. Ballantine Ale 5. Ballantine Ale 
r T ~ ere o ota omes using lending brand (Budweiser): 1 omes, 10.2; r, 12.8; id- 
roOILET PRODUCTS an = a, « = rb: All home 1 uppe mid 
a ' CREAMS AND LOTIONS ; ; SOFT DRINKS 
“y ream 1. Jergen'’s Lotion 1. Pond’s Cream 1. Pond’s Cream . , , ; : ; 
3 -. Jergen'’s Lotion 2. Avon 2. Jergen’s Lotion 2. Jergen’s Lotion 1. Cocan-Coln 1. Coca-Cola 1. Coca-Cola 1. Coca-Cola 
"s * Avon 3 Pond’s Cream 3. Woodbury, Others 3. Woodbury Face Cr. 2. Pepsi-Cola 2. Pepsi-Cola 2. Pepsi-Cola 2. Royal Crown Cola 
ig ‘. Weedbury Face Cr. 4. Woodbury Face Cr. 4. Woodbury Face Cr. 4. Avon 3. Reyal Crown Cola % Canada Dry G. Ale %. Royal Crown Cola 3%. Pepsi-Cola 
at  Weodbury, Others 5. Hind’s Honey & Al. 5. Avon 5. Woodbury. Others 4. Canada Dry G. Ale 4. Royal Crown Cola 4. Canada Dry G. Ale 4. Canada Dry G. Ale 
P ‘. Hind’s Honey & Al. 6. Woodbury. Others 6. Hind’s Honey & Al. 6. Hind’s Honey & Al. 5. Canada Dry, Others 5. Canada Dry, Others 5. Canada Dry, Others 5. Canada Dry, Others 
Pi Percent of total homes using leading brand (Pond'’s Cream): All homes, 16.0; upper, 7.2; mid- | Percent of total homes using leading brand (Coca-Cola): All homes, 46.5; upper, 56.2; mid- 
‘ile, 17.2; lower, 21.5. | dle, 45.2; lower, 40.3. 
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ADVERTISING AGE 


April 12. 1943 


For the Record: 
Leading Brands in 
Pre-Rationing Era 


(Continued from Page 30) 


users which was found in this study, 
while Premier, instead of finding 
39% of its users in the Upper Level 
and only 25% in the Lower Level, 
will more nearly approach the per 
capita break of 26,-37, and 37%. 

In the several charts herewith is 
shown the distribution of users by 
levels for the most widely consumed 
national brands. The dotted lines 
show across all bars the distribution 
of families in the sample. The 
thesis is that the wartime economy 
will tend in the next couple of years 
to shift the distribution of users 
more nearly to the proportions rep- 
resented by the dotted line. This 
will be particularly true of those 
products whose users have been 
primarily concentrated in the Upper 
or Upper and Middle levels. Charts 
visualizing these variations and the 


Write for circular on 
ARTKRAFT 
Hot Cathode 
FLUORESCENT 
LIGHTING. 


potential shift are presented here- 
with for canned vegetables, canned 
juices (fruit and vegetable), coffee, 
baby foods. These are all products 
under rationing. 

Other products which are not 
currently under rationing and for 
which charts are presented are 
flour, cold cereals, toilet soap, denti- 
frices, cleansing and scouring 
agents, and soft drinks. A major 
point of marketing concern and in- 
terest will be to determine in the 
future the degree to which prod- 
ucts which have not been rationed 


have also shifted nearer to the per-| 


family pattern. 

In these charts the brands have 
been listed in order of their total 
volume of cénsumption among the 
panel families. 

Among many of the commodities, 
volume of use by brands shows de- 
cided variations among the three 
standards of living groups according 
to the pattern of use during 1942. 

In the field of canned vegetables, 
more families used A & P products 
than any other brand. . However, 
Del Monte led in number of using 
families in the Upper Level, while 
A & P was fourth. In Middle and 
Lower Level A & P.led, with Del 
Monte second in the Middle Level 
and third in the Lower Level. 


Show Brand Ranking 


For the record, and for compari- 
son with the pattern which will be 
found after rationing is over, there 


are given here for 32 commodities 
the ranking of brands in numbers 
of families using each. These are 
of course confined to the leading 
national brands and do not attempt 
to cover all local and _ regional 
brands. These brands are listed in 
order of numbers of total consum- 
ing families, in the second column 
in order of numbers of families 
using in the Upper Level, the third 
column for the Middle Level and 
the fourth column for the Lower 
Level. 

This is the record for the year be- 
fore rationing. It is generally be- 
lieved that these patterns will shift 
considerably as a result of rationing 
and the war economy. The record 
as it stands should be of consider- 
able interest to each advertiser in 
these 32 fields as a pattern against 
which to consider and later to check 
the changes in his marketing opera- 
tions. 


Bank Marks Anniversary 


with Patriotic Appeal 

Anglo California National Bank, 
San Francisco, observed its 70th 
anniversary April 5 with a full-page 
two-color advertisement in San 
Francisco and Oakland dailies. The 
advertisement contained no service 
copy, but was devoted to an appeal 
for donations to the Red Cross 
blood bank. The San Francisco 
office of McCann-Erickson is in 
charge of the account. 


never before. 


The one-armed paper 
hanger takes a back seat 


¢ The old-time trouper who doubled in brass 


was a piker, too. 


We know some advertising managers. 


They handle advertising, of course. That’s 
what they were hired for. It says so on their 
business cards. But that’s only a starter in 


times like these. 


They are on committees, and how! Labor- 
management committees, postwar planning 


They must keep an eagle eye on that 
future day, when advertising must resume 
its role of sales-builder, and when manage- 
ment is going to need smooth-functioning, 
unrusted, sales promotion performance as 


All this adds up to the reason why a war- 
time advertising manager can benefit himself, 
his company, and the war effort, by making 
full use of the total service which a war- 
equipped agency provides. By that we mean 


an agency which, by long established habits 


of work, supplements the advertising depart- 
ments of its clients in all their creative and 
planning functions. It brings to the team an 
organizational equipment which can adapt 
itself quickly and effectively to specialized 
wartime requirements. 


By the same token, the agency which is 


war-equipped is postwar-equipped. Team- 


work will be at a premium then, because 


committees, share-the-ride committees, con- 


servation-of-materials committees, materials 


expediting committees. 


They write reports, and often. Briefs in 
connection with “E” Awards; 
ports and analyses and facilities surveys 
for Army-Navy negotiations; presentations, 


large, small and medium. 


lems you can think of. 


products to best advantage. 


They catch the burden of any kind of 
war campaign, or public-relations or govern- 
mental-relations or employee-relations prob- 


They re expected to keep a sharp eye on 
the present—to make today’s advertising do 
a job of helping industry use their company’s 


peacetime business will award even broader 
responsibilities to advertising managers on 
whom management has formed a habit of 
relying for wartime performance. 


IN OUR BOOK: Advertising is more effec- 
tive os advertising managers are more 
influential in inner-management circles. 


executive re- 


Fuwer 
SS mitt 
Ross 


71 VANDERBILT AVENUE- NEW YORK 
1501 EUCLID AVENUE~ CLEVELAND 


Gillette Sponsors 
‘Derby’ for 4th 
Consecutive Year 


Bell Renews ‘Telephone 
Hour’; Williams 
to Test Show 


New York, April 7. — For the 
fourth consecutive year, Gillette 
Safety Razor Company will sponsor 
the Kentucky Derby over the Co- 
lumbia network, on May 1. 

The program will be heard over 
the full CBS network from 6:15 to 
6:45 p. m., EWT. CBS outlets in 
Montreal, Honolulu, Hilo and San 
Juan will also carry the Derby 
broadcast. Clem McCarthy will be 
at the “mike” when the race starts, 
with Ted Husing, assisted by Jimmy 
Dolan, giving the Derby  back- 
ground, sidelights and usual pre- 
liminaries. 

Maxon, Inc., is the agency. 


Williams Tries ‘Nero’ 


The J. B. Williams Company will 
sponsor “Nero Wolfe,” the Rex 
Stout mystery thriller, in a series of 
test airings beginning April 8. The 
New England regional NBC net- 
work will be used, with the pro- 
gram being heard Wednesdays from 
7:30 to 8 p.m., EWT. The company 
will promote Glider, its brushless 
shaving cream. J. Walter Thomp- 
son Company, New York, handles 
the account. 


B & W Renews Shows 


Brown & Williamson Tobacco 
Corporation has renewed “Red 
Skelton” and “People Are Funny” 
for 52 weeks each on NBC, effective 
April 27. The Skelton program, for 
Raleigh tobacco and cigarets, is 


heard Tuesdays, 10:30 to 11 p. m., 


EWT, over the full NBC network. 
“People Are Funny,” for Wings 
cigarets, is heard Fridays from 


—_ =~" 
— 


9:30 to 10 p. m., EWT, on «6 sta- 
tions. Russel M. Seeds Com... 
Chicago, handles the accoun: 


Bell Telephone Renews 


The Bell Telephone Systen, ; 
renewed “The Telephone Hoy,” ; 
an additional 52 weeks, effec; 
April 26, over the full NBC » 
work. The program is aired \, 
days from 9 to 9:30 p. m., 


ny 
any 


under the direction of Don \ 
hees. N. W. Ayer & Son 
agency. 


Radio Stations’ 
Status Reaffirmed 


Washington, D. C., April 7.— Ac. 
cording to Selective Service, ajj 
radio stations are alike in theiy 
essential status, and there wil! be 
no attempt to discriminate betweey 
stations on a basis of essentiality. 

The status of radio stations was 
reinforced this week by a letter 
from War Manpower Commissioner 
Paul V. McNutt to James L. Fly, 
chairman of the Federal Communi- 
cations Commission. 

Mr. McNutt wrote in part: 

“As you know, neither the list of 
essential activities nor the activi- 
ties and occupational bulletins 
relating to broadcasting services 
give any basis for differentiation in 
the essentiality of one radio station 
as against another. Insofar as the 
character and content of broadcast- 
ing services are similar as between 
individual radio stations, and such 
services are deemed related to the 
war effort, no distinction can be 


VOrT- 


the 


|drawn as between particular sta- 


tions.” 
The manpower chieftain then 
pointed out that automatic defer- 


|}ment was in no wise assured for 


all persons in essential occupations, 
and that “needs of the armed forces 
are such as to require withdrawal 
in some instances of persons in 
essential occupations in essential 
activities.” 

The exchange of letters between 
Mr. McNutt and Mr. Fly grew out 
of a complaint of WLIB, Brooklyn, 
which protested a local draft board's 
ruling that “all radio stations are 
not essential.” 


ISSUE OF 


changes. 


over receive 
monthly. 


4-1382 


Sycamore 7-5365 


EVERY ADVERTISER 
AND ADVERTISING AGENCY 
SHOULD READ THE APRIL 


ARMY EXCHANGE REPORTER 
CONTAINING A COMPLETE 
REPORT OF THE SENATE 
COMMITTEE HEARINGS 
CONCERNING ARMY 
EXCHANGES, NAVY AND 
COAST GUARD SHIPS’ 
SERVICE STORES AND MARINE 
CORPS POST EXCHANGES. 


Ask for a copy 


This is another outstanding editorial 
ARMY EXCHANGE REPORTER, the only maga- 
zine published in the sole interest of Army Ex- 
Over 6,000 Exchange Officers, Assistant 
Exchange Officers, Buyers, etc. located the world 
ARMY EXCHANGE REPORTER 
Advertisers obtain concentrated coverage 
of the largest Armed Forces Market 
lation—profitable coverage of a billion dollar market. 


ARMY EXCHANGE REPORTER 
52 Vanderbilt Ave., New York 
NEW YORK—Frank J. MeNally, 52 Vanderbilt Ave. Murray Hill 


CHICAGO—The Carolemay Co.. 82 W. Washington St. Dearborn 3297 
ATLANTA—H. F. Cogill, 1722 Rhodes-Haverty Bldg. Walnut 7113 
LOS ANGELES—J. W. Conrow. 1672 Walworth Ave., Pasadena, Calif. 


feature of 


quality circu- 
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Three-Way Partnership 
in Postwar World Seen 

One of the mosi_ significant 
analysis of the postwar problem 
and a key to its solution came out 
of Washington last week in a joint’! 
ctatement of the business, labor and 
agi culture committees of the Na- 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


tional Planning Association which 
declared that America’s future 
problems should be solved by indi- 


vidual initiative rather than by gov- | 
ernment, and that voluntary coop- 
eration can solve far more than) 


government regulations. The state- | 
ment, however, emphasized that the 
United States .cannot expect to be 
able to adopt an isolationist attitude 
and forget the rest of the world. 

The National Planning Associa- 
tion is not one of the newer post- 
war planning organizations. It was 
formed back in the depression days 
of 1934 as a private organization, 
composed of leaders and represen- 
tatives of business, labor and agri- 
culture. William L. Batt, president 
of SKF Industries, and now vice- 
chairman of the War Production 
Board, is chairman of the NPA. It 
was called a “national looking- 
ahead association” and quickly won 
recognition from all types of busi- 
ness, government and farm leaders, 
and has a long list of practical 
studies to its credit which brought 
the country to intensive preparation 
for defense and then for war. 


To Make Own Studies 


In its present announcement the 
committees expressed their view- 
point on postwar planning as fol- 
lows: “Our function is not so much 
to create new plans as to seek out 
the best of postwar planning from 
other sources. We do not intend 
to duplicate either their work or 
research facilities of other organi- 
zations, but we shall, if it seems 
advisable, initiate original studies to 
the end that knowledge and under- 


ing and help us to view a tremen- 
dous national problem objectively 
and with open minds.” 

The committees made an appeal 
for unity and cooperation among 
government, business and the farm 
interests with the realization that 
the objectives of all should be iden- 
tical, and that is the employment 
of all employable people and proper 
provision for those unable to work. 
“There must be fullest cooperation 
and teamwork,” they declared. 
“This trust cannot be merely as- 
sumed; it must be honestly earned 
through practice in the first place 
and thereafter preserved by con- 
tinuous good faith, performance, 
and collaboration. If our private 
enterprise system is to go forward, 
there must be a new sense of re- 
sponsibility for the welfare of all 
the people.” 


Individual Views Given 


In stating individual committee 
views, the business committee ac- 
knowledged that management is 
dependent upon labor to man the 
machines and provide new capital 
from its savings. The labor com- 
mittee recognizes that labor is 
Cependent upon management to 


agree there must be adequate | 
incentive to encourage risk and 
responsibility; otherwise dollars 


saved will not be dollars dared for 
backing new possibilities for new 


| jobs opened by new ideas, nor will 


the new ideas be forming. 

One of the recent NPA studies is 
“When Demobilization Day Comes,” 
which is an analysis of the prob- 
lems involved in the transition from 
war to peace. E. J. Coil is execu- 
tive director of the association, with 


| headquarters at 800 21st St., Wash- 


ington, D. C. 
ed % a 
What should be done with all 
surplus machinery and industrial 


|equipment after the war is a prob- 


lem which should be given imme- 
diate study by the Congress, Secre- 
tary of Commerce Jesse H. Jones 
declared in a talk last week at the 
annual Army Day dinner. The solu- 
tion is one which industry and the 
government must work out together, 
he believes. 
oe a 

According to a survey by the 
Research Institute of America, 
manufacturers generally agree that 
new products, new materials and 


for the greatest changes in the post- | 
war period. Most manufacturers, | 
however, are planning to use 50 to 
60% of their prewar designs in 
products marketed after the war. 

% a * 

A regional conference devoted to | 
postwar planning will be held by 
National Industrial Advertisers 
Association, May 7, in the Biltmore 
Hotel, New York. Paul Hoffman, 
chairman, Committee for Economic 
Development, will be the featured 
speaker at the luncheon session of 
the all-day meeting. 


Mann Rejoins 
Weiss & Geller 


Marvin Mann, who has been a 
lieutenant in the Army Air Force 
Intelligence for nine months, has 
received an honorable discharge and 
has returned to Weiss & Geller, Chi- 
cago agency, as vice-president. 

Mr. Mann will act as account ex- 
ecutive on College Inn Food Prod- 
ucts, Selby Shoe Company, and Wm. 
Wrigley Jr. Company, also serving 
in the agency’s new business de- 
partment. 


KVOO Picks Sales Chief 


Gustav K. Brandborg has been 
appointed commercial manager of 


Station KVOO, Tulsa, succeeding 
Willard D. Egolf. 


| new manufacturing practices devel- | WMC Rules Publication 


|oped during the war will account 


Distributors Essential 


Excepting newsboys, persons en- 


Adclub Protests 
D.C. Liquor Ban 


The Advertising Club of Wash- 


gaged in the wholesale and retail! ington, through its board of direc- 


distribution of newspapers 


and occupations by the War Man- 
power Commission’s Committee on 
Essential Activities. 

In a memorandum sent to its 
members, the Mid-West Indepen- 
dent Distributors Association urges 
that all employes, ages 18 through 
37, excepting newsboys, be asked to 
remain on their jobs and not seek 
employment in war industries, in 
view of their essential status. 


Revamp OWI Bureau; 
Meservey Resigns 


Douglas Meservey, who left NBC 
to be deputy chief of the domestic 
radio bureau, Office of War Infor- 
mation, has resigned, effective April 
17, due to ill health. Philip H. 
Cohen, formerly chief of the gov- 
ernment liaison service, has been 
named deputy chief. William Spire 
will now handle government liaison 
duties, besides his tasks as chief of 
the allocations division. 

In addition to these divisions, 
there will be two main divisions 
inside the bureau, station relations 
and production and editorial, headed 
by Richard F. Connor and George 
Zachary, respectively. 


and | 
periodicals have been excluded from | 
the list of non-deferable activities | 


tors, has protested a clause in H.R. 
1481, a bill concerning the issuance 
of liquor licenses in the District of 
Columbia. The clause would pro- 
hibit the advertising of price in con- 
nection with the sale and distribu- 
tion of the beverages. 

The club declared that “any com- 
modity or public service made 
available to the American people 
should have the benefit of and 
scrutiny of advertised quality and 
price,” and said the protest was 
based on the principle that every 
business should have the right to 
inform the public of its sales prices. 


No Burton Browne | 
~~ Client hasa | 
\> competitor with — 
“better advertising” 


~ Bunton (4) srowne 
_” ADVERTISING 


‘y460 EAST SUPERIOR STREET — 
) “ee CHICAGO: DEL. 3800 " 
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furnish the overall know-how, to 
rganize technical and commercial 
research and develop it fully and | 
‘o attract from private savers the 
capital necessary to a sound | 

nd growing economy. The agri- 
ure committee recognizes that 

*: culture is dependent upon busi- 
ness and labor; that there cannot | 
Se profitable markets for its prod- | 
except as the rest of the nation | 
brospers and has the means to buy. 
pon the basis of this mutual 
erstanding the three committees | 


| 
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The ideal way to splash advertising all 
across New England, from Cape Cod to the 
Canadian border, is to get action from 
WBZ. Its mighty, water-borne voice is famil- 
iar in every cove and valley; its impact 
starts sales ripples from Martha's Vineyard 


to Maine’s Desolation Pond. 


Little frogs can stir up little puddles, and 
smaller stations are fine for smaller markets. 
But when you hunt sales in New England 
you're after big game. Let go with both 


barrels, WBZ and WBZA. 


WESTINGHOUSE RADIO STATIONS Inc, 
WOWO + WGL «+ 
REPRESENTED NATIONALLY BY NBC SPOT SALES 


WBZ «© WBZA «+ KYW «© KOKA 
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Business Papers 
for War Workers 
Create Interest 


Advertising Heavy; 
Raise Question of 
Postwar Survival 


Los Angeles, Cal., April 8—A 
publishing development which has 
engaged the interest of both busi- 
ness paper and newspaper publish- 
ers is the industry publication edited 
for workers rather than manage- 
ment, but run independently of the 
latter, as well as labor unions and 
other organizations of employes. 
Many such publications have sprung 
up in various areas where war pro- 
duction has been accompanied by a 
tremendous increase in the number 
and buying power of industrial 
workers. 

Because the industrial publication 
of this type is a hybrid, partaking of 
the characteristics of both news- 
papers and business publications, 
and because retail advertising has 
been followed into these media by a 
considerable volume of national 
business, including industrial ac- 
counts, publishers, advertisers and 


; 


ummed lape 


| 
| 
| 
| 


| 


An example of D and W broader 
marketing coverage of Shipping 
— Handling — Warehousing — 
Distribution... 


@ Take a simple item like gummed 
tape. You'd never believe that this 
product would play such an impor- 
tant part in modern shipping. Yet 
it's such a vital little item that D and 
W saw fit to run a complete article | 
on the manufacture, development) 
and many applications of the various | 
types available . . . in a recent issue. 


| 


A few months hence it may be Giant | 
Loaders . . or refrigeration . . or) 
women workers in warehouses . . or 
ANYTHING about moving, storing, 


lliam Hastie 
|Powers Company 
|Robert W. Walker in San Francisco. 


agencies are all watching the de- 
velopment of the phenomenon with 
more than casual interest. The main 
question is, “Is this a strictly war 
baby, or will it survive production 
changes after the war?” 

One of the largest and most suc- 


cessful enterprises in this field is the | 


Valley News Corporation, which is- 
sues Aircraft Times and Shipyard 
Times. They are weekly publica- 
tions, printed in standard news- 
paper format and distributed by 
boys to workers in all of the plants 
in these industries in the Los An- 
geles area. Aircraft Times has a 
distribution of 90,000 copies weekly, 
while that of Shipyard Times is 
60,000. Issues run from 16 to 24 
pages. 


Retail Volume Heavy 


Both publications carry a heavy 
volume of retail advertising, as 
stores, amusements and other local 
classifications decided that war 
workers represented an exception- 
ally good group to address with 
their advertising. In recent months 
national representatives, have been 
appointed, and considerable general 
advertising is included in the total 
volume of business. Household Fi- 
nance, Hudson Motors, Consolidated 
Aircraft, Bethlehem Steel, a number 
of proprietary products and other 
national and _ industrial accounts 
have used space. 

Because Aircraft Times has in- 
creased its circulation heavily with 
the growth of aviation production 
since the war, Shipyard Times is a 
more recent development, the pub- 
lications have been affected by WPB 
rulings on paper consumption. How- 
ever, assurances have been given 
that adequate newsprint tonnage 


will be allowed for production, as | 
the result of enthusiastic commen- | 


dation of the morale building value 
of the papers by personnel and pro- 
duction activities of the aviation and 
shipyard companies. 

Clinton D. McKinnon is president 
of the Valley News Corporation. He 
is the publisher of several success- 
ful community papers in Southern 
California, and is printing Aircraft 
Times and Shipyard Times in the 
plant established for the former. 
E. L. Taggart is business manager. 
National representatives are J. Wil- 
in New York, E. J. 
in Chicago and 


Interested in Workers 


Business publishers who have 
been watching the development of 
this type of industrial paper agree 
that in many fields manufacturers 
are interested in watching and in- 
fluencing workers at the machines, 


as well as those in executive posi- | 
addi- | 


tions, from foreman up. In 
tion, the rapid expansion of war 
industries has resulted in quick pro- 
motion of good men, with the result 
that many workers have advanced 
from machine operation to super- 
visory jobs. 

Many large industries are keenly 
concerned with the public relations 
aspects of their promotion, and are 
anxious to reach workers’ with 
messages explaining the advantages 
of the free enterprise system and 


Unless otherwise noted, all publications 
are monthlies and have standard 7x10-inch 
type pages. The following figures must not 
- quoted or reproduced without permis- 
sion: 


Pages 
1943 1942 

Industrial Group 
8 —E*E*E ae eee 397 262 
Air Conditioning & Refrigera- 

tion News (w) (1142x16).... t/34 t22 
American Aviation (bi-w) 

DS?  webnebeaetaceseees 86 53 
American Builder & Building 

ee eR aa eG akan 6 6.8 63 79 
The American City........... 35 36 
American Machinist (bi-w)... 527 “$36 
Architectural Forum ........ 73 92 
Architectural Record ........ 16 63 


tries (bi-w) 


| Automotive & Aviation Indus- 
ren {258 158 


ADVERTISING VOLUME FOR MARCH ISSUES OF INDUS- 
TRIAL, TRADE, AND CLASS PAPERS 
From “Industrial Marketing,” April, 1943 


vases | for March I 
i oa on™ te are ssues 
’aper Trade Journal (w).... {|*95 *106 . . 
Petroleum Engineer ......... $151 $108 Chicago, April 6.—Advertis Ng in 
Petroleum Refiner ........... 143 93|March issues of business Pape 
| Doe eee 221 1am | Sained 17.69% over the volume car. 
Power Plant Engineering... .. 113 91| ried in similar issues last year, ang 
pipctenl Builder (10%x15)... a 21/ linage for the first quarter o; 1943 
. set hE Kean Se 4 42); h 1942 ‘ 
Product Engineering ......... *237 142 | 3S 14.85% above the quarter 
Products Finishing (4%x6%). 40 35| according to reports of 146 publi. 
TE ko ass sme yp 181 127 j j ial 
Railway (eee ee $195 $171 — compiled by Industrial Mar. 
Railway Purchases & Stores . 93 a3 | keting. p - 

Roads | t Streets pcukilerss4 54 50 In the industrial group, 199 
8 aaa 5 52 ‘ : 
Southern Power & Industry... m4 69 papers reported a 20.08% Bain in 
SED 0 dB5 oid ba yaseses cas tis25 ts3g|March issues. For the quarter 
pon Neowgy Keun h> Pak ecets ae = advertising in this group is 1 88c, 
elephone Engineer .......... 7 : % 
ae ae 26 tnewesd «Sys “Ko 79 ahead of the first quarter of 1942. 
Textile | GR see 110 118 Trade papers, improving their 
EE, Ach hE RE AS He 6 oe 0% 51 59 | position, reported an 11.95% Zain j 
Tool & Die Journal (4%x7%) 143 71 .? ee hadi mn 
Tool Engineer ee eseeees ere 171 144) March issues of 29 publication . For 
Water Works Engineering | the quarter, they are 3.77% aheaq 

ee eer 47 55 
Water Works & Sewerage... 36 30 figures. . . 
Welding Engineer ........... |$80 $53 ifteen publications in the class 
Western Construction News... 79 78| group registered a 3.23% increase 
., eee 45 43! in March issues, over a year aon: 
Woodworking Digest (444x614) *65 S| vith a 4.14% ya od Rs T ago; 
oxen ‘ . ° 0 year to 
ere eer ree 11.741 9.777) date. 
Trade Group ————__— 
y et sme oe revere 40 56 
American Druggist .......... 102 83 A rg P H d 
American Exporter .......... 176 121 e e reyer ea S 
Boot & Shoe Recorder (w)... 96 110 
Building Supply News........ 18 50 


Administration Edition Com- 
AE 
Druggist Edition .......... 
Fountain Restaurant ...... 
General Merchandise— Vari- 
ety Store Editions........ 
Grocery Editions .......... 
Commercial Car Journal 
Domestic Engineering ....... 
Electrical Merchandising 
(9x12) 
Farm +. ~~ News (bi-w). 
Geyer's Topics 
ORE eee 
Hardware Age (bi-w)........ 
Jewelers’ Circular—The Key- 
DD. 65 e6o26.c0'dn dbedba ces so 


EA er eet 
NJ (National Jeweler) 
SN inks chi diay 00 h.a 20's 
Office Appliances (6-5/6x10)... 
Plumbing & Heating Journal. 
Sheet Metal ‘Worker 
Southern Automotive Journal. 
Southern Hardware ......... 
Sporting Goods Dealer 
Wholesaler’s Salesman 


Total 
Class Group 
Advertising Age (w) (10%x15) 
American Funeral Director... 
American Restaurant 
Sh ee Seeger 
Hospital Management 
Hotel Management .......... 
Industrial Marketing ........ 
Medical Economics (414x6%). 
Modern Beauty Shop 
Modern Hospital 
Nation's Schools ............ 
Oral Hygiene (4,\,x7,',) 
Restaurant Management 
School Management 

(94ex11%) 


Traffic World (w). « 
a 
_ §$Includes special issue. 

| Sifed advertising. |Last 


tFive issues. *Three issues. 


“Includes clas- . 
issue estimated. | has been appointed manager of the 
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Business Paver 
Linage Gains 17%, 


Judges for AFA 
s Club Awards 


’ *| New York, April 7.— Allan T. 
66 59| Preyer, executive vice-president 0 
+ 7 Vick Chemical Company and dj- 
68 59 | rector of the Advertising Federation 
. of America, has been appointed 
me 2 chairman of a committee of five 


43 28| judges who will appraise entries 
from member advertising clubs for 
the federation’s Club Achievement 


95 76; Awards. 
- “ Citations will be made for some 
7 72| appropriate club activity enhancing 
18 57| the war effort and a recently com- 
193 ee pleted survey reveals more than 
93 gs | 90% of the advertising clubs affili- 
17 21|ated with AFA now have war ad- 
4 37 | vertising committees. 
‘7 49| Among those serving with Mr. 
51 61) Preyer on the committee are AFA 
- *| directors Dorothy Shaver, vice- 
1,939 1,732| president of Lord & Taylor, and 
John Platt of Kraft Cheese Com- 
sags +8 pany; Chester J. LaRoche, chairman 


26 3a|Of the board of Young & Rubicam, 


15 #z/}0n leave of absence to serve as 
4 ss, | chairman of the Advertising Coun- 
83 65 | cil; and Gardner Cowles Jr., associ- 
87 st 


|ate publisher of the Register and 


120 ~—s«1,3| Tribune, Des Moines, Ia., now di- 
39 34|rector of domestic operations, Of- 
= ee | fice of War Information. 

2 2 | Joins Standard Brands 

= - Raymond E. Gaylord, formerly 
958 


928 | general sales manager of Rumford 
|Chemical Works, Rumford, R. I. 


| Royal division of Standard Brands, 


Bakers’ Helper (e.o.w.)...... {91 105 

| Brick & Clay Record......... 22 *23 
Bus Transportation .......... 85 85 
oe eee $1 37 | 
Chemical & Engineering News. 64 12 
Chemical Industries ......... 77 62 
Chemical & Metallurgical En- 

EE | 8.4.40 44.0696 ocansacs 242 195 
Civil Engineering ........... 27 31 
0 gf rere 87 64 
Construction Digest (bi-w)... 60 Sl 
Construction Methods (8%x12). 96 aS 
Contractors & Engineers 

Monthly (9%x14) ......... 3K 27 
Oe er eee 106 96 
Diesel Progress (8%x11)..... 56 38 
Electric Light & Power...... 56 65 
Electrical Contracting ....... 4 s4 
Electrical South ............. 32 27 
i UE si vscnes besos 14 42 
Electrical World (w)......... 196 191 
DE: c.s skjaseveeseseat 205 ‘78 
» Engineering & Mining Jour- 

err PP EPA a \92 78 
Engineering News-Record (w) | *292 "265 
Factory Management & Main- 

DE “Cdendscoeeség baad 270 217 
Fire Engineering ............ 31 18 
BO —=ee 105 71 
— f -  BePerrrrre rrr. 146 126 
DT wu deehedu oobes 46200 40i.0 00 29 27 
eS re Tee \49 47 
Heating, Piping & Air Condi- 

Ce ~: ce een ed etek Bee e646 a4 71 
Heating & Ventilating....... 29 6 
| Industrial & Engineering 

6 POP CT LET PT TTTee 126 101 
Industrial Finishing (4%x6'.) aa 37 
Industry and Power.......... 111 xo 
Industry and Welding 

PED Seb p eee een e ds cd ne 7 33 
Ingenieria Internacional Con 

Sn civic bdeud cadens 52 41 

Ingenieria Internacional In- 

EL,” chtd.b wane ee dakewes 76 a4 
re ror errr )*605 “477 
EE 6 6408044064600 10 38 
Machine Design ............. 156 96 
Machine Tool Blue Book 

( tex6™% D Seeaseeseseessecs 308 259 
DE ipindnststsheaba ses 316 251 
Manufacturers Record ....... *30 *20 
Marine Engineering & Ship- 

i Mt .dsdeeevienedess 238 159 
Mechanical Engineering ...... 64 52 
Mechanization (4{{x7)y) .... 62 19 
free a4 AT) 
i 2.6. cabs beee se 117 99 
Metals and Alloys............ 149 104 | 
Mill & Factory...... ee 240 188 
PP SEED scaceccncceeccsce 161 134 
Mining & Metallurgy......... 23 13) 
Modern Machine Shop 

SRE 310 260 
Modern Packaging .......... 61 “56 
Modern Piastics ........6..+% *9l *62 
National Carbonator & Bot- 

Gl; stds ebbekh bodies teens 61 61 
National Petroleum News (w) 1f/72 t47 | 
National Provisioner (w)..... Rt 78 | 
New Pencil Points............. 42 "49 
Oil & Gas Journal (w)........$)*359 §*275 
Ge WOE CU Padeccecsevenss ti*139 §6f*186 
Paper Industry & Paper 

MOGEE .. scnddewibed benddsee 70 78 | 
POROT BEM CW) so cccevsesccccce \56 61! 

* . 
Judge Dismisses 
. . 
Suit Against WOW 
Omaha district court dockets were 


| closed on the suit to set aside the 
| lease of Station WOW by the Wood- 
|men of the World Life Insurance 


Cole Appointed 


Coal Mining, Pittsburgh, has ap- 


pointed F. E. M. Cole & 


cago, as midwestern representative. | sion. 


|New York. W.N. Burding, for the 
past 14 years assistant division 
manager in the company’s Phila- 
delphia office, has been appointed 
Son, Chi-| manager of the fresh foods divi- 


demonstrating that efficiency in pro- 
sure that if it helps traffic men move duction, through better machines 
things faster . . store things safer . .|and methods, is the best guarantee 
it's NEWS . . its IMPORTANT . . it's Of permanent employment and high 
READ .. in D and W. wages. For both of these purposes, 


it is or . th . Ss =r 
lf YOU have a product that will break nage ll onal a aaa oe 
bottlenecks in traffic . . if it rolls or | . Ve 


‘ vantages. 

seals or lifts great loads . . D and Ww On the other hand, some publica- 
readers want to know about it. -| tions of this type have union affilia- 
want to put it to work where it will tions, and thus far advertisers have 
do most good . . NOW! shied away from using space in pa- 
And if you're laying post-war plans pers whose primary function is the 
for a product or service that will set| promotion of union membership. 
the pace for future high speed trans- The publication which is independ- 
portation (and that covers anything ent of both labor and management, 
from Air Transports to Super Trailers Observers feel, will have the best 
and little Truck Casters) . . tell your Chance of making a success as an 
story to D and W readers. They're advertising medium. 

the men who are getting things mov-- Mr. McKinnon told ApvEeRTISING 
ing now . . will keep things moving AGE that he believes both Aircraft 
faster . . tomorrow. Times and Shipyard Times will be 
continued successfully after the war, 
pointing out that many of the in- 
dustries in these fields will expand 
their lines after the requirements of 
war production have been com- 
pleted. He also reported inquiries 
from publishers in other industrial 


PUBLICATIONS, INC. centers who are investigating the 


100 East 42nd St. New York, N.Y. possibilities of this type of publica- 
The PROGRESSIVE Magazine tion for their communities. 


of SHIPPING — HANDLING — WARE- ee 
HOUSING and DISTRIBUTION Sokol & Co. Formed 
| Nat Sokol, formerly of Combined 


Publishers Representatives, Inc., 
New York, has organized N. Robert 
Sokol & Co., with offices at 480 Lex- 
ington Ave., New York. The com- 
pany represents publications in the 
farm, poultry, health, radio, mail 
order and juvenile fields. 


shipping, or distribution. You may be 


| Society to Radio Station WOW, Inc., | 
_ the new corporation now operating 
|the station when District Judge 
|Rine entered an order overruling a} 
'motion for a new trial. 

| The suit had been brought by| 
|Dr. Homer Johnson, a member of 
ithe society, to prevent the leasing| 
lof the station. Judge Rine ruled 


that Dr. Johnson’s case failed to 
show anything irregular in the 
lease. 


Feigenspan to Sponsor 
Oursler on WOR 


Christian Feigenspan Brewing 
Company, Newark, will promote 
its P. O. N. beer and ale on Station 
WOR, New York, sponsoring Fulton 
Oursler, noted editor and author. 

The program, titled “Pay Off 
News,” will be heard Monday 
|through Friday from 9:15 to 9:30 
ip. m., EWT. The contract, effective 
April 12, is for 52 weeks. Maxon, 
Inc., New York, is the agency. 


Williamson to ‘Mirror’ 


| Fred R. Williamson, 
cently advertising director of the 
|New York World-Telegram, has 
|joined the advertising staff of the 
| New York Mirror. 


until re- 


Blair Adds Duties | 


Mark Blair, vice-president of 


WHEN THE LAST GUN is 
fired, the war of industry will 
be on. MacRae’s advertising 
effectiveness— which lives five years 
—BOUGHT NOW will be a powerful 
ammunition arsenal THEN. 


For Advertising Rates Write 


A DIRECTORY OF AMERICAN INDUSTRY 
Used Continually in 55,000 Buying Offices 


18 E. HURON STREET - 
OFFICES IN PRINCIPAL CITIES 


Ostby-Barton Company, Providence, 1 Ri 
R. L, has assumed charge of sales ae 
and advertising, formerly under the A 


direction of the late W. J. Richards. | or 
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General Motors 
Creates Postwar 
Reserve Fund 


New York, April 7.—General Mo- 
tors Corporation has set aside a 
reserve fund of $40,584,959 for post- 
war adjustments and reconversion 
to manufacture of peacetime goods, 
Alfred P. Sloan Jr., chairman, de- 
, in the company’s 1942 annual 


ort issued to 413,000 stockhold- 
ers, subtitled “General Motors at 
War.” 


This policy with respect to a} 
reserve fund for postwar contin- | 
gencies will undoubtedly be con- | 
tinued up to the point where it is| 
considered adequate to take care of | 
these and other adjustments, Mr. | 
Sloan declared. 

“Rehabilitation of the corpora- | 
tion’s production facilities for the, 
manufacture of peacetime goods is 
a problem of monumental propor- 
tions, involving planning, time and 
expense, and means that all con- 
verted plants must be entirely rear- 
ranged or reequipped,” he said. 


Working Capital Increased 


Reserves set up for depreciation 
and obsolescence of corporation- 
owned facilities are accumulating 
in large amount, resulting in an 
increase in net working capital 
which will be available for plant 
improvement after the war, the 
report pointed out. 

General Motors total sales in 1942 
were $2,250,548,859, of which $1,-| 
898,195,445 represented war mate-| 
rial products. This nearly equaled | 
the value of total sales in 1941, the) 
corporation’s peak year, despite the | 
difficulties involved in the change- 
over from peace to war production. | 

Deliveries in the fourth quarter 
of 1942 were more than three times 
those of the first quarter and were 
at an annual rate in excess of 
$3,000,000,000. At the time of Pear] 
Harbor GM war material production | 
had already reached a volume of | 
more than $2,000,000 per day. In | 
fourth quarter of 1942 it was | 
more than $8,000,000 per day. 


War Work Soared 
| 


In the last quarter of 1941 war) 
production deliveries represented 
26% of total sales; in the last quar- 
ter of 1942 they represented 94% | 
of total sales. The remainder was | 
made up of other products con-| 
tributing directly or indirectly to 
the functioning of the war economy. | 


| 


Net income for the year ended| 


TREASURY CRITICIZED BY FLORIDA BANK 


ADVERTISING AGE 


Whose Treasury Is It, Anyhow? 


ates Treasury Department's » 
mn ot a Pay-as ere Plan for 
ates that officials of the depart- 
the fact that the Treasury really 


2 

tt 4 majority of American 

© Over any Momentary incon 
wes that suc 


— 
ercal naghtma ha plan might 


Amer bel T 
States and other units of government still 
at 


United 
to the 
the taxpayers’ 


ny of the 
belong 
public, steps should be taken now to solve 
problems by adopring « Pay-asyoug 


FLORIDAL. 
ae bee x Sok AN K 


‘“ 


Undertaking its own campaign in behalf 
Florida National Bank has fe 


unched a 


Perhaps the U. S. Treasury Department 
Has Forgotten This Democratic Principle: 


“Government of the people, 
by the people, for the people!” 


The United Stares 


of a pay-as-you-go income tax plan, the 
series of advertisements in Jacksonville 


dailies. The Treasury Department's opposition to such a plan is openly attacked, 


as these samples amply demonstrate. 
ville, handles 


Associated Advertising Agency, Jackson- 


the account. 


Dec. 31, 1942, totaled $154,473,368, 
equal to $3.55 per share on common 
stock. This included special income 
credit of $28,906,475 as a reduction 
in the company’s 1941 income and 
excess profits taxes resulting from 
the write-off on foreign investments 
in enemy territories and a recovery 
by the corporation in settlement. of 
stockholders’ action. Net income 
for 1941 totaled $192,474,288, or 
$4.44 per share. 

Continental Oil Co.—Net earnings 
for 1942, $14,924,698; for 1941, $15,- 
398,082. 

Philco Corporation—Net income 
for 1942, $2,209,992; for 1941, $2,- 
513,569. 

W. T. Grant Company—Net earn- 
ings for 1942, $3,762,223; for 1941, 
$4,446,393. 

Air Reduction Sales—Net earn- 
ings for 1942, $6,791,171; for 1941, 
$7,116,677. 

Allegheny Ludlum Steel—Net 
earnings for 1942, $4,861,483; for 
1941, $5,062,709. 


American Machine & Foundry— | 
Net earnings for 1942, $1,132,251; | 


for 1941, $1,374,032. 

American Viscose—Net earnings 
for 
995,598. 

Bristol-Myers — Net earnings for 
1942, $2,464,338; for 1941, $2,377,860. 

Cannon Mills—Net profit for 1942, 
$4 


560,544; for 1941, $3,123,080. 

Cities Service—Net earnings for 
1942, $16,938,532; for 1941, $14,283,- 
893. 


Franklin County Distilling — Net 


WILL YOUR PRODUCTS BE 


PRESENT AND ACCOUNTED FOR” 


when Hardware Buyers look for 
them in the 1993-4 Edition - 


1942, $6,746,032; for 1941, $7,- | 


profit for 1942, $413,545; for 1941, 
net loss of $34,077. 

General Refractories — Net profit 
tor 1942, $1,066,524; for 1941, $1,- 
268,524. 


for 1942, $1,683,934; for 1941, $1,- 
428,530. 
Shell Union Oil—Net earnings for 


Sylvania Electric — Net earnings | 
for 1942, $1,057,760; for 1941, $1,- 
067,186. 

Timken Roller Bearing—Net, 
profit for 1942, $6,475,262; for 1941, | 
$9,476,839. 

Universal Products—Net earnings 
for 1942, $313,966; for 1941, $273,- 
786. 

Waitt & Bond—Net earnings for 
1942, $62,736; for 1941, $106,762. 

Webster-Eisenlohr—Net profit for 
1942, $235,751; for 1941, $192,595. 
| Yellow Truck—Net earnings for 
1942, $8,237,908; for 1941, $10,029,- 
540. 

Zonite Products—Net profit for 
1942, $241,416; for 1941, $226,243. 


PAA Plans War 
Conference 


The Pacific Advertising Associa- 
tion will replace its annual conven- 
tion with a wartime emergency con- 
ference, which will be held June 
22-23 at the Fairmount Hotel, San 
Francisco. Lawrence Lane, pub- 
lisher of Sunset, and president of 
PAA, is in charge of the program, 
and Jack Clark, Field-Ernst Envel- 


of the San Francisco host club’s 
committee. 


Nat'l Sugar Refining — Net profit | WPB Dooms Single 


1942, $16,860,006; for 1941, $16,768,- | ordered manufacture of the throw- 
158. |away beer 


| bottles 


| 
| 
| 


ope Company, is general chairman| * 


Trip Beer Bottle 


The War Production Board has 


container prohibited 
after April 15, except for overseas 
shipment. Brewers may use any 
bought before April 15. 

Simultaneously, WPB  standard- 
ized glass containers for 21 food 
products, effective Aug. 6. Con- 
tainers for such products as olive 
oil and pickles, syrup and shorten- 
ing will be cut from several thou- 
sand designs to approximately 90, 
and will use smaller screw caps, 
saving about 30% in steel, tin, liner 
and lacquer. 


zxkKkKkKkKK 


Read by more business- 
men than any 2 other 


. 
. 
. 
* 
* business magazines . . . 
* 


* CHOOSE THE 
LEADER IN 
THE BUSINESS 
FIELD... 


sig monn ae 


| 
| 
| 


| 
} 


Universatty acclaimed by hardware wholesalers and 
retailers as their “First-Aid to the Want Book’, this issue will 
perform frequent daily service for a full year as buyers seek 
needed product information. 


To be sure your product data will come to the actual attention 


of hardware buyers, put 


your ad-catalog before them in the 


Merchandise Directory Number of HARDWARE AGE. 


26,000 copies provide practical saturation of the field through- 


out the country. Its distribution closely parallels sales accom- 


plishment. 


"The Hardware Market and How To Sell It", a File of Facts 


is yours for the asking. 


HARDWARE AGE 


100 EAST 42nd STREET 


A Chilton QD Prbiicerien 


NEW YORK, WN. Y. 


1S YOUR DESK a “junk heap” 
did you find it so piled with 
didn’t know where to start? 


Then it’s a safe bet that y 


of the ideas in Hammermill’s new little book, 


“Recipe for an Orderly Desk 
Written by 


practical ways of putting 


writing that will help you organize your day’s 


Sen 


0 ESE a ——————————ee— 


if your desk looks like this— 


William Feather, 
writer and editor, this book shows you simple, 


- 


? This morning, 
details that you 


ou can use some 


Get your copy now. 


business 


things down in 
1 
I 


: 1 Name 
iS j Position 
{ (Please ; 


work—remind you what to do and when, sim- 
plify the routing of information to the proper 
people, eliminate time-wasting interruptions 
and other details that keep you from doing 
your best work. 


Hammermill Paper Co., Erie, Pa. 


Please mail me a free copy of “Recipe 
| for an Orderly Desk.” 


It’s tree. 
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ADVERTISING AGE 


Case Histories on | 
Distribution Given | 
in Harvard Book | 


New York, April 7.—“Problems | 
in Merchandise Distribution,’ new- | 
est addition to the list of Harvard| 
“problem” books, has just been) 
published by McGraw-Hill Book 
Company. The book was written) 
by Malcolm P. McNair and Edmund | 
P. Learned, professors of marketing, | 
and Stanley F. Teele, associate pro- | 
fessor of marketing at the graduate | 
school of business administration of | 
Harvard University. Professors of | 
marketing Howard T. Lewis, Harry | 
R. Tosdal and Neil H. Borden, and/| 
associate professor of business eco-| 
nomics J. Philip Wernette, all of | 
Harvard, collaborated on the 700-) 
page volume. Its price is $5. 

Basis of the volume is 106 cases | 
and problems, covering the entire | 
scope of merchandising operations, | 
which are presented in considerable 
detail and which are designed to aid 
the student in acquiring the ability 
to use facts in the analysis of busi- 
ness situations. Thirty-eight of the 
cases are reproductions or revi- 
sions of those appearing in Prof. 
Learned’s “Problems in Marketing,” 
published in 1936, but the re- 
mainder are new, only four having 
been previously published. 


Analyzes Case Histories 


Although the book is designed 
primarily for use by university 
students, the cases, all of which 
report specific business situations, 
are likely to prove of real interest 
to all interested in merchandising. 
They are carefully selected to give 
examples of general business prob- 


>, MULTIGRAPHING 


i 


ji?) MIMEOGRAPHING 


: | Prompt Mailing Service 


f CALDWELL LETTER SHOP 
4) 


Tribune Tower, Chicago 
SUPerior 8154 


lems, customer relations, channels | 
of distribution, brand policy, sales | 
promotion, price determination, | 
marketing trends, etc. | 

The detail with which the indi-| 
vidual cases are presented will) 
prove of real interest to marketing | 
men, and will undoubtedly present 
them with an insight into market-| 
ing conditions which many of them 
have not previously had. Activi- | 
ties of the companies reported on | 
is given at length, and is particu- 
larly appealing because of the ex-| 
tremely readable manner in which | 
it is presented. Not only is the| 
action taken reviewed, but the) 
thinking behind the action is also| 
analyzed. For example, the case of 
Standard Brands, in its recent at-| 
tempt to invade the film developing 
field by selling such a_ service 
through its normal grocery outlets, 
is presented in more detail than it 
has ever been given before. 


MacLean Business Papers 
Reduce Trim Sizes | 

Effective with June issues, all 
business papers of MacLean Pub- 
lishing.Company, Toronto, with the 
exception of Men’s Wear Merchan- 
dising, Canadian Printer & Pub- 
lisher and Canadian Advertising, 
will adopt a new trim size of 8% x 
11% inches, as a paper conserva- 
tion measure. 

Type pages will remain un? 
changed at 7 x 10 inches. 


State Attacks Liquor 


The South Carolina house of rep- 
resentatives on March 31 adopted a 
resolution petitioning Congress to 
“enact legislation making it unlaw- 
ful to transmit through the mails or 
interstate commerce any written or 
printed matter advertising intoxi- 
cating beverages or any pictures or 
drawings for stimulating the in- 
crease in consumption of intoxi- 
cants.” 


Seberhagen Appointed 
Seberhagen, Inc., Philadelphia, 
has been appointed to handle the 
advertising of John Lucas Paint 
Company of the same city. 


8 
“pyr 


Getting Personal 

Stricken with appendicitis and rushed to the Kew Gardens General 
Hospital where an emergency appendectomy was performed, Les Zim- 
merman, publicity man with Blackett-Sample-Hummert, is coming 
along nicely and should be back at his desk shortly. . . At Princeton 
Chapel, Maurice Collette, a v.p. and member of the board of directors 
of BBDO, gave his daughter Mary Jane in marriage to Lt. (jg) 
Thomas Robert Wilcox. . . Rather than pace nervously to and fro 
around the office, copywriter Eddie Lane of Franklin Bruck Adver- 
tising Corp. took the day off, and welcomed his new son, as all new 
papas should... 

John W. Smothers, former head of the adv. dept. of Lincoln Engi- 
neering Company, St. Louis, has been promoted to the rank of major. 
Six months ago he was one of a group of American officers in the Middle 
East area to be awarded decorations by King George of England. After 
more than a year of duty in Africa, Maj. Smothers is back in the U. S., 
on duty at Fort Knox, Ky... 

Andrew F. Wiley, business manager of the Cincinnati Enquirer, is 
entered in the Army’s fourth orientation course at Fort Leavenworth, 
Kan. . . Carl Wakefield, pres. of the San Francisco agency of that name, 
has been ap- 
pointed to direct 
all publicity and 
promotional ac- 
tivities of the Vic- 
tory fund and war 
savings forces of 
the war finance 
comm. of the 
Twelfth Federal 
Reserve Dist. . . 

Don Gilman, v.p. 
in charge of the 
western div. of the 
Blue Network, ap- 
peared with his 
son Page ona 
broadcast over 
Station KGW, 
Portland, Ore., 
while he was on a 
recent trip to the 
Northwest. N o w 
an Army private, 
Page Gilman used 
to be “Jack Bar- 
bour” in “One 
Man’s Family.” . . 


~ SOLD BY OWN OUTFIT'S COPY 


Sold on the Marine Corps by advertisements turned out 
by his agency, John W. Sample of the radio deartment of 
Blackett-Sample-Hummert, Chicago, joined up. Looking 
over some of the copy with John, who is at the left, are 
Mix Dancer, president of the agency, and Col. Chester 
Fordney, officer in charge of the central recruiting divi- 
John D. Fitzger- sion. Private Sample is a nephew of Lt. Commdr. Glenn 


Sample, vice-president of Blackett-Sample-Hummert, who 
is serving in the Navy at the Great Lakes naval training 
station. 


ald, radio director 
of the National As- 
sociation of Man- » as 
ufacturers, and ; 7 

Mrs. Fitzgerald have adopted a boy, born Christmas day, from the 
Cradle in Evanston, Ill. The child has been named John D. Jr. “Fitz” 
once served on the publicity staff of J. Stirling Getchell, Inc., and on 
the special events Staff of CBS. 

To aid the recruiting program of the Waac, Bert Nevins, head of 
Bert Nevins Associates, New York, has prepared a large press sheet, 
about 30 x 20 inches. Bert hopes his gratuitous efforts will produce 
some peaches... . 

Addison Smith 3rd is the first-born of Addison Smith of Ruthrauff & 
Ryan, New York. Addison says Addison weighed 7 lbs., 7 oz. . . 

The Tank Destroyers, a new Army corps, are identified by the head 
of a ferocious tiger. The insignia was designed by Pfc. Ben Millin, 
formerly in the art dept. of Ruthrauff & Ryan, New York. . . The 
engagement is announced of Lucia Dewey Powell of Brattleboro, Vt., 
to Staff Sgt. Robert E. Dempewolff, formerly with Buchanan & Co., 
New York. He’s now serving in Africa, attached to the 2d Armored 
Division. . . 

An Easter wedding is in the offing, with Alex Osborn, BBDO gen. 
mgr., preparing to give his daughter Joan in marriage to Capt. Joseph 
A. Bergantz of the Army. . 


New Drive Begun 
on Corby’s Whisky 


| Detroit, April 6. — A nati, 
| . “0nd 
/magazine and newspaper camp,;. 


Dalgn 
to keep the name “Corby’s” before 
the public in a period of Mite 
whisky supplies has just been re. 


leased by Jas. Barclay « ¢, 
\through its agency, Brooke, Smith 
|French & Dorrance, Detroit. 
| Announcing the program, Newton 
|E. Tarble, Barclay president. said: 
| “While allotments of Corby’ have 
| been reduced because the distiller, 
|is on full time war production. y; 
‘are attempting to spread ay ilable 
supplies as fairly as possibl We 
|believe the public and the trade 
| have a right to know our po! cy, 
“The strategy of the new 
|paign will be to capitalize o, 
prestige of this grand old Canaq; “ 
/name, and to promote as widespreag 
'use of Corby’s as possible until the 
time when full supplies will make 
it available at all times to every. 
one who wants it.” , 
The magazine campaign include. 
| page advertisements in full color. 
twice monthly in Liberty and ever, 
month in Esquire, starting wit) 
April and May insertions. Both 
copy and illustrations are designe, 
to keep alive the four-generatioy 
tradition back of the name Corby’s 
With this campaign as a back. 
ground, large-space newspaper ad- 
vertising in color is being spotted jy 
key markets. A campaign was also 
launched in March business paper: 
to tell the story to dealers. 


Three Agencies Named 
by RCA Victor 


Henry C. Bonfig, general sale: 
manager of RCA Victor division of 
Radio Corporation of America. 
Camden, N. J., has announced the 
appointment of the following agen- 
cies: 

Ruthrauff & Ryan, New York, for 
radio, phonograph and _ television 
instruments; J. Walter -Thompson 
Company, New York, for Victor and 
Bluebird phonograph records and 
for RCA Victor’s international divi- 
sion; and Kenyon & Eckhardt, New 
York, for radio tubes and special 
apparatus, and industrial electronic 
and radio apparatus. The New 
York office of Radio Corporation of 
America has appointed Albert 
Frank-Guenther Law to handle its 
financial advertising. 


Fenwick to Agency 

David R. Fenwick, for the past 
two years with Eugene F. Rouse & 
Co., Los Angeles, as radio director 
and account executive, has joined 
Lockwood - Shackelford, Los An- 
|geles, in a similar capacity. 


Joins ‘American Home’ 


Melvin Gerard, for the past two 
years promotion manager of Col- 
lier’s, has joined American Home in 
the same capacity. 


INDIA. IT WAS SUGAR KS 
CANE AND REACHED THIS QSUiB 5 
CONTINENT IN 1511. EF 

we, 


+] 


“It isn’t the closing dates that bother me these days,” writes George 
Mattheson of BBDO’s Boston office, “it’s the opening dates.” The luck- 
W tless George went to the hospital for a spinal operation. Found to have 
two abscessed teeth. Extracted. Then high blood pressure. Two 
operations required. Then came down with pneumonia. When he’s 
“better” he’ll be operated on .. . for what he went in for originally. . . 

Royal Penny, sales manager of Station WBT, Charlotte, created a 
: d sensation when he came to work wearing a hat for the first time in a 
S32. £ = HE / dozen years. Possibly he had anticipated the birthday party the staff 

; were throwing for him, and bought the hat as a protective covering 
for his cranium... 

An onyx library clock was presented to Moore S. Achenbach, v.p. of 
McCann-Erickson, San Francisco, by the executives of the California 
Packing Corp., marking his 25 years of service to that account. Mr. 
Achenbach was guest of honor at a luncheon given by H. K. McCann, 
and attended by executives of the agency and the client. . . 

Harold Greist, v.p. of Moser & Cotins, New York, is back at his desk 
after a visit of several weeks with his son Hal, who is training with the 
air forces in Miami. . . Macfadden Publications, New York, has dis- 
tributed “idea banks” throughout the company’s offices, similar to sug- 
gestion boxes used in industrial plants. Accepted ideas bring cash 
| awards to employes, with Carroll Rheinstrom, exec. v.p., handing out 


FOR CENTURIES SUUCAR 
MADE FROM JUICE OF 

THE CANE WAS CALLED 
“/NOIAN SALT.“ 


POWER ENGINEERS 


POWER PLANT ENGI 
NEERING is the preferred 
source of information of 
20,300 power engineers 


because 
neither : 
technically trained eng! 
s nor too technical for 
ed men. 


.. and national advertisers find that Dell Detective Magazines sell 


for them the sweetest story ever told. 


its articles are 
too elementary for 


FIRST in advertising linage 
FIRST in circulation 
FIRST in the fact detective field 


neer 


the dough practically train 


Isadore Goldstein, formerly with Hammer Advertising Agency, Hart- 
| ford, is now stationed with an Army air forces unit on foreign duty. . . 
| Jerry Crollard, acct. exec. of Station KIRO, has been appointed exec. 
men every month . . . men of the wage earner class which is, today, | v.p. of the Seattle Junior Chamber of Commerce. . . 

The Advertising Women of New York, with Katherine Clayberger as 
| project director, is aiding the Waac recruiting campaign. . . Another 
| good job on Waac recruiting is being done by the Women’s Advertising 
| Club of Chicago, whose pres., Karen Fladoes, recently presented the 
| first Waac service flag to the city, with a ceremonial acceptance by the 

mayor. . . 
Marines of the Cincinnati detachment enjoyed a recent party at the 


DELL DETECTIVE G ROU r : Cuvier Press Club, given by Jack Koons, pres. of Midland Advertising 


| 
‘Sells 1,000,000 Working Men — oe A | Agency, to celebrate the induction of his son, Jack Jr. . . 
- j , ’ Mrs. Shepard, of Brook- 
149 Madison Ave., New York, N. , 2 Lt. (jg) Thomas Rockwell Shepard Jr. and Mrs epard, of Broo 


Detective - Headline Detective - Front Page Detective 


Dell Detective Magazines are a vital reading interest with 1,000,000 


taking over 73% of the national income. 


POWER PLANT 
ENGINEERING 


lyn, welcomed Sue Cowles Shepard on March 28 at the Brooklyn 53 W. JACKSON BLVD., CHICAGO 


| Naval Hospital. Sue’s great grandparents are the Gardner Cowles of 
| Des Moines. . . 
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ADVERTISING AGE 
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House Group Votes 
Against Labeling 
of 1943 Pack 


(Continued from Page 1) 


varnish Was @ “slow and unsatis- 
factory operation.” As a practical 
matter, he insisted, restrictions on 
aper consumption and manpower 
shortages in the plants of label 
manufacturers make printing of 
labels such as OPA requires almost 
impossible for the current pack. 

So, although OPA Administrator 
Prentiss Brown has not yet re- 
vealed his decision regarding label- 
ing, chances for its use during the 
coming year are held to be fairly 
slight. The question of grade label- 
ing, however, seems far from set- 

d. 

R. Maxon, the ex-agency 
chief who has led the fight against 
grade labeling within OPA, this 
week had the blessing and ‘confi- 
dence of his superior. Attacked by 
OPA’s labor policy committee, by 
the consumer groups and by PM, 
Mr. Maxon remained firm in the 
saddle. Inside OPA it was said, 
however, that the administration 
was disgusted with the dilatory 
progress of OPA house cleaning. 
Five OPA deputies have come, en 
masse, to Mr. Brown and asked that 
either Mr. Maxon be told to resign, 
or they would leave the agency. 

The OPA boss, reportedly, told 
them that he didn’t know who 
would resign from OPA, but that it 
wouldn’t be Mr. Maxon. This week 
Mr. Brown, Mr. Maxon and the five 
deputies, three of whom—J. Ken- 
neth Galbraith, Paul M. O’Leary 
and Paul A. Porter—are holdovers 
from the Henderson regime, were 
still in OPA. 


Norman Ross in Army 
Norman Ross, whose contract 
with the Chicago & Northwestern 
railroad for a morning hour shéw 
daily over WMAQ, Chicago, was 
recently renewed for a full year, 
has received a captain’s commission 
in the Army air forces, with a 
pilot’s rating, and will be heard on 
the show for the last time April 17. 
Pats Gallicchio, former announcer 
who has been Ross’ “pancake 
turner” on the program, will take 
over. 


Joins Campbell-Ewald 

Howard A. Stone, formerly direc- 
tor of field research for Daniel 
Starch & Staff, New York, has 
joined the market and copy research 
staff of Campbell-Ewald Company, 
New York. 


Armstrong Cork Names 
Cameron Hawley 


Cameron Haw- 
ley has been ap- 
pointed director 
of advertising 
and promotion of | 

Armstrong Cork 
: Lan- 
suc- 
ceeding M. J. 
Warnock, who 
has been named 
treasurer of the| Voice of Firestone” program for 52 
In _ weeks over the full NBC network, 

post, 
Mr. Warnock re- 
Keith 


Company, 


caster, Pa., 


company. 
treasurer’s 
Cameron Hawley places 
Powlison, wh 
has been elected vice- -president an 
controller. 


Mr. Hawley joined the advertis- 


| ing department of Armstrong in 
| 1927, serving in several sales, ad- 
vertising and sales promotion ca- 
pacities before being named director 
of the company’s bureau of retail 
merchandising in 1935. He has been 
assistant director of advertising and 
promotion since 1941. 


Firestone Renews 
NBC Program 


The Firestone Tire & Rubber 
Company, Akron, has renewed the 


effective May 31. 

The program, which made its de- 
but on Dec. 3, 1928, features a pop- 
o}|ular symphony orchestra and guest 
d|soloists. It is aired on Mondays at 
8:30 p.m., EWT. Sweeney & James 
Company, Cleveland, is the agency. 


General Mills Goes 
Full Net on 3 Shows 


Effective May 31, General Mills 
will expand to the full 125-station 
network of National Broadcasting 
Company for the period from 2 to 
2:45 EWT, Mondays through Fri- 
days. General Mills occupies a full 
hour, from 2 to 3, but the last 
15-minute period is not affected. 

Programs which will go to the 
full network are “Light of the 
World,” “Lonely Women” and 
“Guiding Light.” 


Joins Copy Staff 

J. C. Burton, formerly with Ar- 
thur Kudner, Inc., and Young & 
Rubicam, New York, has joined the 
copy staff of Swertfager & Hixon, 


New York. 


How, Members of The 


Brown Outlines Policy 
Earlier, 


lic irritation with OPA, as well as 
the hurts of the business commun- 
ity. He said: “This policy requires 
(1) that OPA’s organization struc- 
ture and procedures be made as ef- 
ficient as possible, and (2) that 
OPA regulations and orders be re- 
viewed carefully to make sure they 
can be fully understood by the 
groups to which they apply, and 
that they do not cause unnecessary 
resentment by the groups affected. 
However, once the regulations and 
orders are put in final form I in- 
tend to enforce them to the letter 
and to bring violators to account.” 

In lining up this policy, Mr. 
Brown has established an organiza- 
tion survey committee, headed by 
Clyde Herring, ex-senator from 
lowa, and has “delegated to Mr. 
Lou Maxon authority to review all 
actions which bear on OPA rela- 
tions to the public in order to min- 
imize irritations flowing from them. 
This policy will help us to deserve 
public confidence. 

“This order is not a reflection on 
the able and hard-working group 
of men making up the staff of OPA. 
It is a recognition of the fact that 
Mr. Maxon, the only man whom I 
have appointed to a policy-making 
post since becoming OPA admin- 
istry ator, is a well-known authority 
in the public relations field, and I 
ia the fullest confidence in his 
ity and integrity.” 

specifically commending Mr. 
“<xon's integrity, the administrator 
answered charges that Maxon’s op- 
ion to grade labeling stemmed 
m — interest in his agency’s 

. H. J. Heinz Company. 


Miss Roberts Promoted 


“iss Lois Roberts, for the past 
years assistant space buyer of 
hon-Garfield, New York, has 
promoted to space buyer. 


Ee 


ice of the Tri-Cities 


“THE 5000 WATT 
Wo ISLAND - DAVENPORT : MOLINE 


218,000 city CUSTOMERS in 
11 contiguous cities and towns! 


WH 


HBF 


iliate: Rock Island ARGUS 
sic Mutual Network 
51270 KC FULL TIME 


the OPA chief had re-| 
iterated his policy of reducing pub- | 


| THines To Bo 


| DOUBLE OF 
| NOTHING 
an Gnesgeta 


CALLING ALL GIRLS has what it takes.. 
proves the startling success of this newcomer. It caters 
exclusively to that large and hitherto neglected group, 
and their younger sisters. It speaks their 
language, covers their particular interests thoroughly 
and satisfyingly. About one-third of each issue gives 
. In addition, there are short 
stories, serials, up-to-the-minute advice on good looks, 
fashions, cooking, movie reviews, etiquette, things to 
do and to make. CALLING ALL GIRLS is truly a 
woman’s magazine for girls—the unchallenged leader 
in its field. 


“teeners” 


them selected “comics” 


CHICAGO. ILL. 


TRUE COMICS 


Average Net Paid, ABC ... . . 321,700 
(6 months ending Dec. 1942) 
1943 Circulation Guarantee, ABC . . 350,000 


TRUE COMICS is a pioneer in the field of applying 
the “comics” technique to telling the thrilling true 
episodes of the past as well as to today’s headline 
stories. Hailed everywhere by America’s leaders for 
its outstanding contribution in making worthwhile 
knowledge available in entertaining and exciting 
form, TRUE COMICS is today accepted and used by 
teachers all over America; 30,000 copies alone are 
sold each month by the teachers to their students. 
With circulation constantly moving upward, adver- 
tisers have a sound, tested medium for reaching boys 
and girls in the homes where parents take an interest 
in encouraging (and paying for) clean “comic” reading. 


CALLING ALL GIRLS 


Average Net Paid, ABC ‘Omonhersioo §=6.22.43,700 
1943 Circulation Guarantee, ABC . . 275,000 
April '43 Paid Circulation over. . . 300,000 


.the record 


The PARENTS’ INSTITUTE, Ine. 


Publishers of 
52 VANDERBILT AV 


PARK SQUARE BLDG. 
BOSTON, MASS. 
; 3 


360 N. MICHIGAN AVE. 


Parents’ Magazine 
ENUE, NEW YORK, N. Y. 


1001 HEALEY BLDC. 
ATLANTA, GA 


ida 


HOBART BLDC. 
SAN FRANCISCO, CALIP. 
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0 Quaker Cereals 


fo Be Teamed Up 
in Promotion Push — 


(Continued from Page 1) 


Magazines will be used later in the | 
year, according to present plans. | 

The newspaper series, tentatively | 
consisting of 16 insertions, running | 
about once a week, will vary from) 
100 to 240 lines and will feature) 
two or three of the ten products) 
at a time, so that each product will | 
receive primary or secondary atten-| 
tion at least three times and 
probably more during the series. 
The newspaper insertions will hue 
closely to the women’s service angle | 
and will present “point - pinching 
recipes” over the name of Mary 
Alden, pseudonym for Quaker’s 
home economist. A _ special cam- 
paign on hominy grits will also be| 
run in the South, with 29 or 30) 
insertions of copy ranging from 100) 
to 300 lines. 

Promotion to the public will be} 
backed up with dealer advertising | 
in grocery papers, mats and other | 
advertising material for dealers,| 
and “not rationed” display cards| 
for each product, as well as recipe 
folders for distribution to house- 
wives. 


| borhoods, where it has normally | ultimately 


| 


ee veg eae d eter Or: 
s ss 4 


remove some of the pressure from 
foods in short supply,” Mr. Douglas 
said. 

“Copy will feature recipes and 
menus and adaptation of some of 
the breakfast items for dinner table 


use. The campaign has two prime 
objectives: First and most impor- 
tant, to inform and educate the 


American housewife on how to use 
this long list of available cereal 
products for the best culinary re- 
sults; and second, to provide grocers 
with a complete line of cereal foods 
which can be sold without restric- 
tion, advertised nationally to the 
public and all carrying the Quaker 
name.” 


Sectional Products Spread Wings 


All of the products involved are 
old-time members of the Quaker 
family, and most of them are im- 
portant volume producers, but the 
campaign will nevertheless mark 
several promotional “firsts.”” Quaker 
corn meal, for instance, has never 
been extensively advertised, but has 
been an important seller in the 
South and in New England, although 
very little known elsewhere. The 
same holds true of hominy grits, 
which are enormously popular in 
the South but virtually unknown to 
the general public north of the 
Mason and Dixon line. Scotch bar- 
ley is another commodity which has 
sold well in certain sections, but 
not uniformly throughout the coun- 
try. The product has been par- 
ticularly well liked in Jewish neigh- 


. 


been bought as a soup mix. 


Ties in With Government 
macaroni and farina 


“While Quaker Oats naturally | likewise been relatively little 
plans to stimulate sales of its lesser-| known, while the remainder of the 
known products through this cam-|ten items featured are prime fix- 


paign, the idea behind the whole 
promotion was suggested by the 
government’s desire to popularize | 
plentiful non-rationed foods and 


ROSE KNOWS 


General and Mail Order 
Advertising 
Merchandising 


SINCE 1926 


CHARLES EDSON ROSE 


COMPANY 
43 EAST OHIO ST.. CHICAGO 


| 
| 
| 


ROSE KNOWS 
SMONYH ISON 


ROSE KNOWS | 


|tures in the Quaker lir@e. 

Wherever possible, Quaker Oats 
is adding recipes to the packages 
themselves, and in some cases re- 
placing existing package recipes to 
take particular advantage of the 
existing situation. For 


vegetable barley chowder’ which 
contains no meat, and the corn meal 


recipes are being revised to provide} beginning April 20, entitled “Salute | 
for the baking of corn bread with! to Youth.” 


a more economical use of shorten- 
ing. 


OATS PUSHED AS MEAT 
EXTENDER; OLD COPY BACK 

Chicago, April 8.— Quaker Oats 
Company took five-column space in 
newspapers of 16 leading markets 
this week to run a one-time shot 
on “Why Quaker Oats is Ideal 
Cereal in Meat Shortage.” 


 ——— 


example, | 
the barley package will feature a| pany will sponsor a series of weekly 


| 
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ri 
was all type, heavily underscored, 


with the only illustration being at 
the bottom, a small picture of the 
Quaker man holding packages of 
Quaker and Mother’s oats, with the | 
usual line: “I make them both the) 
same.” Ruthrauff & Ryan placed | 
the copy. 

The company has also begun a 
newspaper campaign in_ selected 
markets, through Sherman & Mar- 
quette, for Puffed Wheat and Rice 
Sparkies, prominently featuring the 
original sales theme for these prod- 
ucts developed more than a score 
of years ago by the late Claude 
Hopkins, famous Lord & Thomas 
copy genius. The “shot from guns” 
theme has been mentioned on the} 
Quaker Oats radio program and in) 
some advertising since the first of 
the year, but the current Sparkies | 
newspaper campaign gives it great- | 
er prominence than it has enjoyed | 
heretofore. 

“Mother! Only Quaker’s delicious | 
wheat shot from guns gives your | 
family whole-grain nourishment in| 
this exciting form,” says typical | 
copy in the new series. “This morn- 
ing millions enjoyed the ‘staff of | 
life’ in this irresistible form,” it| 
goes on. “Choice grains of wheat 
exploded to 8 times normal size.” 
And again: “It’s fun to eat the 
‘wheat shot from guns.’ ” 

This famous sales theme, said to 
have been suggested to Mr. Hopkins 
originally on a trip through a Puffed 
Wheat factory, was used with tell- 
ing effect for many years, but was 


: | & 


| 


the NBC network Thursdays at 10 p.m., 
Esty & Co., agency for R. J. Reynolds 


left to right: A. H. Morton, president 


SIGNS FOR NEW CAMEL PROGRAM 


Garry Moore, master of ceremonies; and Howard Petrie, announcer. 


Clarence Menser, vice-president in charge of programs for NBC; Thomas D. 

Luckenbill, vice-president and radio director for Esty; Robert Myers of the N8C 

legal division and Charles P. Rogers of the law firm of Holmes, Rogers and Car. 
penter, acting for the agency. 
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Papers signed and plans approved, the new Camel program is all set to go over 


EWT. Pictured in the office of William 
Tobacco Co. are (seated left to right) 


Standing, 
of National Concert and Artists Corp. 


subordinated to other 


The|themes and then discarded. Ten j 
packs have | years ago, in August of 1933 (AA, McClintock Books 
| Aug. 12, 1933), the theme was re- -_Wi 
vived for a magazine campaign, copy Good Will Tour 


following closely in layout, illustra- 


ANPA to Meet 
in New York 


tion and typography, the original 


Starting April 25 


Copy | Group. 


series. 


New York, April 7.—Miller Mc- 
|Clintock, president of the Mutual 
Network, will embark on a three- 
| week good-will tour beginning April 
25, arriving in Chicago April 26 for 
'a meeting with the network’s board 
: |of directors and stockholders and a 
programs over 110 stations of the| ceccion with the network’s affiliated 
National Broadcasting Company, | stations. 


Although the network 


Goodyear Signs for 
NBC ‘Salute to Youth’ 


Goodyear Tire & Rubber Com- 


is not a 
, |member, Mr. McClintock will attend 

Broadcasts will feature Raymond /|the National Association of Broad- 
Paige and his orchestra and W. L.| casters’ convention in Chicago that 
White, war correspondent, Tues-| week, and Mutual will hold a lunch- 
days, 7:30 to 8 p. m. EWT. eon for advertisers and agencies in 

oe aa Chicago on the 29th. 

Hands Joins Macfadden Mr. McClintock arrives in Holly- 

George H. Hands, formerly with| wood, Cal., May 2 for a meeting 
the sales staff of the Ideal Group, | with Lewis Allen Weiss, vice-presi- 
New York, has joined the New York |dent of the Don Lee and Mutual 
sales staff of Macfadden Women’s | Networks. He is scheduled to talk 
|to the Los Angeles Advertising Club 
|May 4, and possibly to the San 


Spring Comes to Mutual 


And so does a lot of new business. For example: 


Sinclair Refining Co., starting March 16 on 102 
stations Tuesday, Thursday, Saturday at 7:45 p.m. | 


| 
Kellogg Company, starting April 12, Monday | 
through Friday at 5:45 p.m., on a hookup expand- | 


ing to 202 stations by June. 


| 
Lehn & Fink Products Corp., starting April 28 on | 
208 stations every Wednesday at 8:30 p.m. | 

} 


Spring is a wonderful season for the crocus, the robin, 


and the move to Mutual. 


THE MUTUAL BROADCASTING SYSTEM | 


| meee Advertising Club on May 
5. 

© | May 7 will find him in Denver, 
sponsoring an informal reception for 
advertisers and agencies, while on 
May 10 he will appear before the 
Kansas City, Mo., Advertising Club. 
Successively on May 11, 12, 13, 14, 
Mr. McClintock will address adver- 
| tising clubs in St. Louis, Cleveland, 
| Cincinnati, and Columbus. 


Barton Returns 
to Ferry-Hanly 
John K. Barton, who has been 
with Ruthrauff & Ryan, Chicago, 
for ten years, has returned to Ferry- 
Hanly Company, Kansas City, as 
vice-president and copy director. 
Mr. Bartin came to Ruthrauff & 
Ryan from the Kansas City agency. 


April 20-22 


New York, April 7.—The Ameri- 
can Newspaper Publishers Associa- 
tion will hold its annual convention 
here April 20-22 at the Waldorf 
Astoria Hotel, with the April 21 
afternoon session devoted to the 
ANPA’s Bureau of Advertising. 

John Kieran, columnist of the 
|New York Sun, will officiate a: 
toastmaster at the annual dinner 
of the Bureau of Advertising Apri! 
22, when a salute will be tendered 
to all the armed forces of the United 
States and Canada. Outstanding 
war heroes will be honored guests 
and principal speakers. 

Meeting concurrently with the 
ANPA is the National Newspaper 
Promotion Association, April 19-21 
The American Society of Newspaper 
Editors may hold its convention at 
this time. 


Dart Heads United Drug 


Justin W. Dart, 
manager of the Walgreen drug 
stores, Chicago, has been elected 
president of United Drug, Inc., suc- 
ceeding Joseph A. Galvin, who has 
become chairman of the board. Mr. 
Dart joined United Drug a year ago 
as vice-president and director and 
president of Liggett Drug Company. 
He will continue as president of the 
| Liggett company. 


= — 
‘Denny Joins BBDO 

Carey F. Denny, formerly account 
executive of Calkins & Holden and 
|Alley & Richards, New York, has 
/joined the marketing department of 
| Batten, Barton, Durstine & Osborn, 
|New York. 
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— With Faithorn 
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PRINTING 


THE FAITHORN 


SPEEDING IT UP 


» This can be accomplished through Faithorn 
ki. COMPLETE SERVICE of (1) Ad-setting, (2) Engrav- 
ing, (3) Printing, with art work and layouts— 
all under ONE roof. We think in terms of results. 
Why send cuts to one concern—ads to another 
many blocks away—and then give your printing 
to a firm even farther distant? You can cut costs, 
eliminate worry and save Time, Trouble and 

Money by having us do the complete job. 
+ Only ONE order and ONE contact necessary. 


Complete Service 


CORPORATION 


Ad-Setters e Engravers e Printers 


504 Sherman St., Chicago « Phone Wab. 7820 
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e = : win, Wasey & Co., Chicago, and| however, and seized the first oppor- * The advertisement carries a coupon 

Edwin F. Corbin, with Arthur Kudner, Inc., New/tunity to bring him back to his new Extends Promotion for purchaser’s and grocer’s signa- 
x = York. He was with the latter at} agency. ture, and the offer is limited to one 

Vice-President of the time of his oath. (anno tiinie of Creamettes to coupon per family. The same copy 

n : fr. Kane was professor of jour- . was tried out in Buffalo, an estab- 

Meredith, Dies — S the ‘alversiiy of Wash- | New York, April 6—Oliver + | IX New Markets lished market now, three months 
, iltek tx. eet 6-Bawia ——n as : 7 1917. = left | Eriksen, well known in advertising | ‘ lie ; ' a GARE a 

Des Moines, Vice-president and | Se tyaatitution to become director | circles, ‘died at Jamaica Hospital,| Minneapolis, April 7. — With] | Stressing a wartime nutrition and 

F. he <a p Pas of the Meredith | = on : 10RS or 7 ‘e Laurelton, L. I., after a brief illness, "€WSPapers as the backbone of the ne ary, two follow-up ad- 

= lishin Company and secretary | ala ¥° - ach a Jetroit. €\Mr. Eriksen had been associated | ‘rive, the Creamette Company has ieee’ ae wal be used, of Sour- 

Publishing nema Bx se Mwony pail also spent a s. ort ime as amember| with the John Budd Company,| extended promotion of its “star- column size. Smaller copy is 

of the — + & oe ae nig aoe of the Detroit) newspaper representative, New | spangled meat extender,” Cream- cangeed through the remainder of 
‘ ‘ . . Ms , enccnieatiestittinmne |consumers a free package bargain. . : ~~ — 

Sunday. i spent most of that decade as copy) : | Openi ‘opy ines i MacKenzie, Inc., Minneapolis, is 
Mir. Corbin, chief for the flourishing agency. |Names Goldsmith Agency gaint Clecdland. Aeon Cetan | the agency. 

who oe ee Theodore MacManus lured Mr.| Electrix Corporation, Pawtucket,| and Youngstown, O., Madison, Wis., | ae ee 

95500 blishing ee Kane away from Erwin, Wasey, and|R. I., has appointed the Goldsmith|and Sharon, Pa., introduces the Gets New Account 

the es aa. tors Campbell - Ewald Company, then | Company, Providence agency, to|macaroni product to housewives, Legion Utensils Corporation, Long 

firm osaey 4 handling most of the General|direct advertising for its gauges,| who are offered one package free| Island City, N. Y., manufacturer of 

of = il rad ? Motors accounts, was next to ac-/tools and similar products. Busi-| with the purchase of two packages kitchen and serving utensils, has 

had been quire his services. Mr. Kudner had| ness papers and direct mail will be! of Creamettes, “the ideal meal-| appointed Anderson, Davis & Platte, 


seV months is iz ’ 
* Hyp we: “ee kept an eye on his old associate,! used. maneuver for those meatless days.” New York, as its agency. 
ut . 


active service up 
until last or. 
ary rne 
wg bs ay Edwin F. Corbin 
iast month after 

a stay in Tucson, Ariz., where he 
sought to regain his health. 

The Meredith executive, who was 
born at Mitchellville, Ia., came to 
Nes Moines in 1900 and became 
associated with the late E. T. Mere- 
dith on the Farmer’s Tribune. After 
serving eight years as advertising wo ae ? 
and business manager of the Farmer 7 : 7 | 
and Breeder Magazine, Sioux City, “s ' 7 , = 1 
Mr. Corbin rejoined Meredith in ; 
1912 as circulation manager of Suc- 
cessful Farming. 

When Better Homes & Gardens | 


was founded in 1922, Mr. Corbin) 
was named director of circulation | 


ano? 32,145 Firms With Over 


of both publications, and in 1931 he | = ~ 

became vice-president in charge of | AB mt ¢® » 1 7 0 0 0 0 E | 

advertising sales and promotion, | h ¥ w ra) ._—_ 7 l l 0 m p '@) y ees 
; and editorial director of the com-| uP? es 
7 22, \ Have Installed th 
a Long active in civic, church and | ib pa" ow” ee cere ave nsta e t _ . — 
- business organizations, Mr. Corbin | A © - nS Ot ae 


- wwe vue e 
* was a member and former president | x om qo ne ot on ge Pd 
* of the Des Moines Advertising Club. oe ee get 1 Ne aoe aii 1. 
” Active pallbearers at funeral serv- eo om no 3 on ae 8 Tn 008 os 


ices today were associates of the| Oe so Ne Oe 


~ a) o -*+ 
rs executive in the publishing com- Be Se oe a ea *% Oe et et 
- pany, including E. T. Meredith Jr., - © wet 
4 Fred O. Bohen, C. W. Preston, L. H. | 
+ Mugge, L. E. Smith, Joe P. Eves, 
. Clyde Combs and Glen Boylan. 
“ WILLIAM ELLIOTT 


Columbia, S. C., April 6—wWil- 
Elliott, president and publisher | 
the Columbia State, died today 
at the age-of 71. Mr. Elliott was | 
er ttorney for the paper for many | 
at years, becoming publisher in 1937 
following the death of William S. 


—_ 
= 2 
oe 


Gonzales. 
' GORDON WHYTE 
- New York, April 6. — Gordon 
d Whyte, veteran radio writer and 
" producer, and a staff director in the 
- NBC production division, died 


r. yesterday at Sydenham Hospital, 
0 New York, from a heart attack. Mr. | 


d Whyte was 56. He wrote and pro-| 
. duced radio programs for the R. J. 
- Reynolds Tobacco Company, and 


he associated with N. W. Ayer & Have YOU Started the Pay- Roll ” * . 


mn. 


FRANK G. KANE Savings Plan in YOUR Company? Plan Easy to Install 


. New York, April 6.— Frank G. Like all efficient systems, the Pay-Roll Savings 2 


d Kane, one of the country’s ablest | Like a HERG, healthy wind, the Pay-Roll Savings Plan is amazingly easy to install, whether your 
r copy men, died at Post Graduate | Plan is sweeping America! Already more than employees number three or ten thousand. 
Hospital today after a brief illness. 32,000 firms, large and small, have adopted the Plan, 
He was 59 years old. His most pro-| with a total of over seventeen million employees— For full facts and samples of free literature, send 
luctive years were spent with Er- and the number is swelling hourly. the coupon below—today! Or write, Treasury De- 


partment, Section C, 709 Twelfth Street NW., 
But time is short!..More and more billions are Washington, D. C. 


needed, and needed fast, to help buy the guns, tanks, 


-. WELL PLL planes, and ships America’s fighting forces must NOW 
® have. The best and quickest way to raise this money poN 
TELL YOU- is by giving every American wage earner a chance to HIS cou 
MY PREFRENCE participate in the regular, systematic purchase of M AIL c 
FOR HOTELS Defense Bonds. The Plan provides the one perfect artments tion 
ARE! means of sluicing a part of ALL America’s income Treasury CrP NW: 
ss" Zs into the Defense Bond channel regularly every pay- 799-12" ron, D+ C. ont, Teer 
Se day in an ever-rising flood. — we want to do wation coe 
( ] Do your part by installing the Pay-Roll Savings = rushoiay Roll ao te SEPT 
Meee Plan now. For truly, in this war, this people’s war, rm dnt ea 
\TLANTA, SAa py VICTORY BEGINS AT THE PAY WINDOW. eA Name ee a 
‘IRMINGHAM, ALA. 2 i Position nee gee: oe: Ris 
Sum SULWILE = =—=——_—— ss gerbils UCC BRB ff C—O. gt 8 ® 


NASHVILLE, TENN. 
THE ANDREW JACKSON 


VREENSBORO, N. C. 
THE O 


. HENRY , : ; 
MO 
NIGOMERY. ALA. U.S.Defense BONDS « STAMPS 
SAVANNAH, GA. 
THE SAVANNAH This space is 2 contribution to NATIONAL DEFENSE ‘by"Advertising Age 


NEW ORLEANS, LA. 
THE ST. CHARLES 


INKLER HOTELS 


BS CARLING DINKLER: PRES. 
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April 12, 1943 


'L. A. Daily News’ 
Drops Classified 
fo Save Newsprint 


(Continued from Page 1) 


nine times in six and one-half years 
with the biggest increase (3344% in 
home delivered and 66%% in street 
sale price) placed in effect since 
newsprint rationing quotas were 
established. During the period of 
these rapid circulation price in- 
creases, the News had a circulation 
gain of more than 12%. This in- 
crease was largely the result of the 
influx of war workers into this area. 
Further, the News increased its 
percentage of total display adver- 
tising linage in the Los Angeles 
market from 16.9% in 1940 to 20.3% 
in 1942. 


Created Tough Problem 


“In the face of this three-dimen- 
sional growth, compliance with 
both the letter and the spirit of the 
WPB’s newsprint regulations con- 
fronted us with a far greater prob- 
lem than that of other metropolitan 
newspapers,” Mr. Smith declared. 
It was the view of the management 
that to sacrifice editorial content 
and the paper’s competitive position 
was unthinkable, and it was de- 
cided that it was impractical to 
freeze circulation at a level in line 
with its newsprint allotment. 

Charles E. Arnn, vice-president 
and advertising director, has an- 
nounced the promotion of Hal F. 
Lindley to advertising manager 
after serving five years as national 
advertising manager. F. H. Tier- 
ney, formerly classified manager, 
was promoted to Mr. Lindley’s for- 
mer berth. 

Rumors that discontinuance of the 
classified advertising department 
was the result of labor difficulties 
were denied by the management. 
When specifically questioned on this 
phase of the move, Mr. Smith said: 
“The fact that the decision to dis- 


“PREMIUM 


(THE WAGE EARNERS’ 
FAVORITE MAGAZINE) 


Gives you 
these 


“EXTRAS” 


1 Most Wage Earners at Least Cost 
2 Highest Average Ad Readership 
33 Record Pass-Along 

4 Least Duplicated Audience 

5 41% Higher Editorial Readership 
@ Moves with the Payrolls 


Winner in the ninth annual Cleveland 
students’ poster art contest was this de- 
sign by Cecelia Szastak of the James 
Ford Rhodes High School, who received 
the grand prize of $50. Prizes totaling 
$500 were contributed by J. A. Zimmer, 
president of Central Outdoor Advertis- 
ing Co., Cleveland. 


continue our classified advertising 
department came at a time when 
we were concluding negotiations 
with the Newspaper Guild for a 
new contract is purely coinci- 
dental.” 

When asked if it were not true 
that union contract regulations in 
effect at the News were such that 
situations and classifications were 
frozen and that as the result cer- 
tain individuals in the classified 
department were making exces- 
sively high earnings, Mr. Smith 
said: “It is true that regulations in 
effect under the present Guild con- 
tract placed certain restrictions 
upon the manner in which classifi- 
cations could be divided. However, 
I am confident that had it not be- 
come necessary to discontinue the 
department at this time, it would 
have been possible to arrive at a 
satisfactory and mutually agreeable 
solution of these conditions. In 
fact, during the current negotia- 
tions a somewhat similar inequity 
in the circulation department affect- 
ing earnings of employes was sat- 
isfactorily adjusted between man- 
agement and Guild.” 


“No Dispute”—Guild 


In behalf of the Los Angeles 
Newspaper Guild, John F. Cohee, 
president, issued the following 
statement: “The Los Angeles News- 
paper Guild, while naturally regret- 
ting that wartime circumstances 
have led the management of the 
Daily News to eliminate its classi- 
fied advertising department, is glad 
that the Guild has been able to 
establish contractual benefits which 
will provide a total of more than 
$8,100 in severance pay and agree- 
ments providing preferential rehir- 
ing for the 11 employes displaced 
by this department. 

“No dispute as to the classified 
advertising department existed be- 
tween the Daily News management 
and the Guild in the current nego- 
tiations at the time the manage- 
ment announced its decision to dis- 
continue the publication of classi- 
fied advertising. All basic questions 
of wages, hours and working con- 
ditions as they affect that depart- 
ment had been agreed upon prior to 
that announcement.” 

It is expected that a substantial 
part of the classified advertising 
represented by help wanted copy 
placed by war industries will be 
continued in the News as display 
advertising. Most of: these adver- 
tisers have used large space and 
display treatment of their copy 
the classified section heretofore. 


New CBS Post Goes 
to Jerome Sill 


Jerome Sill, formerly manager of 
station service for Columbia Broad- 
casting System, has been appointed 


|to the new post of director of pro- 


motion service for CBS-owned sta- 
tions. 

Mr. Sill will have charge of pro- 
motion service for stations owned 
by CBS, for its regional networks, 
and for Radio Sales, the spot sales 
division of the system. 


Leffler Joins CBS 


Commerce Budget 
Omits Funds for 


Field Offices 


Washington, D. C., April 8.—The 


House this week passed the appro- 
priations bill setting up funds for 


the Department of Commerce’s op- 


erations next year — but the field 
offices were conspicuous by their 


absence. 

Although representatives of cham- 
bers of commerce, Congressmen, 
and association members had ap- 
peared before the House appropria- 
tions committee asking it to restore 
the field offices appropriations, the 
bill made no provision for their 
maintenance. 

Officials of the Department of 
Commerce, admittedly cast down by 
their failure to get the field offices 
restored to the bill, were training 
their sights on the Senate, still de- 
termined to do what they can to 
keep the offices in operation after 
June 30, when the present appro- 
priation expires. 

Original omission of the field of- 
fices from the budget led to prompt 
protest from the many small busi- 
nesses which the regional and dis- 
trict offices served. The 39 offices 
cost only $450,000 to maintain. 


Help Retailers 
with Press Copy, 
ANPA Ad Urges 


New York, April 7.—Manufac- 
turers who use newspaper adver- 
tising to explain the intricacies of 
wartime measures like point ration- 
ing, are easing the burdens both of 
retailers themselves and the women 
now employed by them behind the 
counter, asserts the current promo- 
tidnal insertion issued by the Bu- 
reau of Advertising, American 
Newspaper Publishers Association, 
for use by member papers. 

The advertisement spotlights a 
newly employed retail saleswoman, 
who, alluding to her employer, de- 
clares, “‘He’s learning about women 
from me.” Copy goes on to tell 
what a big help it is when the 
manufacturer outlines complicated 
things like point rationing in the 
newspapers. 

Nearly always, the brands women 
ask for first, especially among 
things that are rationed, are the 
ones they have read about in the 
local papers, the insertion continues. 

This is the ninth in the bureau’s 
series of advertisements directed at 
retailers, and current copy carries 
on the drive for closer manufac- 
turer - newspaper - retailer coopera- 
tion launched in November, 1941. 


Marlin Expands 
Advertising for 


Its Shaving Cream 


New York, April 8.—The Marlin 
Firearms Company, New Haven, 
Conn., has stepped up its advertising 
campaign for its new shaving cream, 
with advertisements currently ap- 
pearing in 31 markets. 

A test campaign, using 42-line 
newspaper insertions, was run in 
three up-state New York cities and 
Columbus, O. (AA, Feb. 8). As mar- 
keting facilities for the company’s 
new product are expanded, the ad- 
vertising campaign will be further 
increased. 

While straight product advertising 
will dominate the copy, a war fla- 
vor will be imparted by calling at- 
tention to the fact that Marlin 
blades are serving with the armed 


in forces all over the world. 


The new shaving cream will be 
identified by a sort of “Pop-Eye” 
looking character called “Mr. Lather- 
Power,” designed to emphasize the 
abundant lather producing qualities 
of the product. 

Craven & Hedrick, New York, 
handles the account. 


Bob Hope Resumes Lead 
in ‘First 15’ Lineup 


“First 15” programs on the March 
31 Hooper national evening ratings 
report. 

The next 14, in the following 
order, were Fibber McGee and 
Molly, Charlie McCarthy, Aldrich 


Dorothy Leffler, formerly pub-| Family, Walter Winchell, Radio 


licity director and assistant to the| Theater, 


editor of the Bobbs-Merrill Com- 


pany, New York, has joined the! 
System’s | 


Columbia Broadcasting 
press information department. 


Frank Morgan-Fanny 
Brice, Mr. District Attorney, Abbott 
& Costello Substitute, Jack Benny 
Substitute, Fred Allen, Take It or 


| Leave It, and Kay Kyser. 


a 


tives Available,” 30 cents a line 
$2.75; 1 to 3 in., $4.75 per inch. 


* The Advertising Market Place > 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Representa- 


with order. All other classifications (single insertion rates): % in. 


minimum charge $1. Terms cash 


HELP WANTED 


HELP WANTED 


ADVERTISING 

TELEPHONE SALESMEN 

AND CREW MANAGERS 
Established national publication con- 
ducting permanent telephone advertis- 
ing program. Openings in _ several 
Eastern offices available. Only expe. 
rienced men accustomed to earn high 
salaries should apply. 
Box 4048, ADVERTISING AGE, N. Y. 


Opportunity for two advertising 
men. One with experience in in- 
dustrial advertising and the ma- 
chine tool field. Good advertising 
and editorial writer as well as 
creative ability required. Position 
may be either with Agency or ad- 
vertiser. Also an experienced 


agricultural copyman. 


Box 4049, ADVERTISING AGE, Chgo. 


SALESMAN WANTED 

An old established trade publishing 
firm is interested in a sober and am- 
bitious sales representative to con- 
tact advertisers and agencies in the 
New York and eastern territory. 

He must have experience in selling 
space. Character and ability refer- 
ences will figure in applicant’s favor. 
Give age, experience and references 
in first letter. 

This position pays drawing, travel- 
ling and office expenses. 

Excellent opportunity for right 
man. All applications will be treated 
confidentially. 

Box 4034, ADVERTISING AGE, N. Y. 


Stenographer and assistant to busi- 
ness paper editor; some _ writing; 
should know mechanics of getting out 
paper; give experience and salary re- 
quirements. 

Box 4043, ADVERTISING AGE, Chgo. 


WANT E D—Quality man as Special 
Field Representative contacting «nq 
interesting executives in subscri)} ing 
to leading business paper. 
Expenses—Salary—Bonus 
Unusual promise in _ well-establ\: )eq 
organization for good salesman. 4. 
dress Box 4041, ADVERTISING A:;p 
Chgo. giving experience (circula:i, 
and advertising sales, ICS, Alexande, 
Hamilton, etc.) age, draft status, «: 
PHOTOGRAPHY 
PHOTOGRAPHIC ASSIGNMEN'Ts 
brilliantly executed anywhere in the 
U. S. Our net-work of 2,000 photog 
raphers is tops. Also stock pictures 
kodachromes all subjects. Free-Lance¢ 
Photographers Guild, Inc., 219 E. 44th 
St., New York City. — 

POSITIONS WANTED 
Advertising Space Salesman 
interested in opportunity to produce 
larger sales and increase income. 
Twenty years editorial, sales promo- 
tion, surveys, and personal selling. 
Acquainted with agencies, advertis- 
ers, national and local, over wide 
area. Clear record. Two employers— 
twenty years. Growing publishing 

firm preferred. 

Box 4050, ADVERTISING AGE, Chego. 
Wanted—Agency or Publisher 
recognized and requiring a man 
with a natural flair for Advertis- 
ing, Merchandising and Market- 
ing, plus Common Sense and the 

“Ability to Get Things Done.” 
University trained, age 40, 18 
years in administration and sales. 
References AAA-1. 
Box 4051, ADVERTISING AGE, Chgo. 
Energetic man, 37, 3-A, married with 
1 child. 15 years newspaper and ad- 
vertising agency executive experience, 
Sales, contact, good copy and visuals, 
production, all media. Have operated 


as one-man agency. Own home and 
auto. Now employed, seeks perma- 
nent future with manufacturer, 
agency or newspaper. Willing to go 


anywhere. Correspondence invited 
Box 4047, ADVERTISING AGE, N. Y. 
; REPRESENTATIVE AVAILABLE 
Chicago Publishers Representative 
serving outstanding ABC Business 
Paper can handle another magazine 
Maintains complete office facilities. 
Box 4037, ADVERTISING AGE, Chego. 


Hendry Heads Grant 
Office in Rio 

Rio de Janeiro offices of Grant 
Anuncios, S. A., wholly owned sub- 
sidiary of Grant Advertising, Inc., 
Chicago, have been opened in the 
National City Bank building on Rio 
Branco in the Brazilian city. Com- 
plete agency facilities, including 
broadcast studio, art department, 
etc., are being installed. 

Will C. Grant is chairman of the 
board of the South American or- 
ganization, with David Echols, pres- 
ident of the Grant organization in 
Mexico City, as 
president. Active 
head of the office 
will be Chester 
Hendry, execu- 
| tive vice - presi- 
dent, who has * 
been on  leave’™ 
from the Mexico * 
City office as ex- 
ecutive secretary 
of the U. S. com- 
mission of the 
Inter - American 
Development 
Commission. He Chester Hendry 
will leave Wash- 
ington April 15 to take up his post 
in Brazil. Other personnel thus far 
announced for the Rio office include 
Juan De Faros, radio director; An- 
tonio Rojas Villalba (formerly in 
the Mexico City office), account 
executive; Geraldo De Castro, art 
director; Waldemiro De Castro, pro- 
duction chief; and John C. Vianna, 
account executive. 

Among accounts which the Rio 
de Janeiro office will handle are 


Inc., and Forhan’s toothpaste. 


Westinghouse Air Brake 
Enters New Fields 


Westinghouse Air Brake Com- 
pany, Pittsburgh, has mapped an 
extensive advertising program to 
announce the expansion of its de- 
|velopments in the field of pneu- 
;matic controls for application to 
|marine, machine tool, petroleum, 


|besides railroads. A _ continuing 
|schedule will be used in a list of 
|executive and business publications 
serving these fields. 

Ketchum, MacLeod & Grove, 
Pittsburgh, is the agency. 


American Chicle Company, Time,|N 


War Aid Outlined 
in OAAA Report 


New York, April 8.—The Outdoor 
Advertising Association of America 
has released a graphic, four-color 
report of the outdoor medium’s con- 
tribution to the war effort, titled 
“Outdoor Advertising, A Channel of 
Communication in the War Effort.” 

Chronicled and pictured are out- 
standing outdoor posters devoted to 
war bond sales, civilian defense, 
conservation, manpower, forest fire 
prevention, recruiting, United Serv- 
ice Organizations, National Founda- 
tion for Infantile Paralysis, Ameri- 
can Red Cross, and Mobilization for 
Human Needs. 

Testimonials from Elmer Davis 
and Gardner Cowles Jr. of the Of- 
fice of War Information, Secretary 
of Agriculture Claude R. Wickard, 
and War Manpower Commissioner 
Paul V. McNutt are included. 


SKF Elects DeMott 


Richard H. DeMott has _ been 
elected vice-president in charge of 
sales of SKF Industries, Phila- 
delphia manufacturer of ball and 
roller bearings. He joined SKF in 
1915 as sales engineer, and held 
subsequent posts as district man- 
ager in New York, manager of in- 
dustrial development, assistant sales 
manager and general sales manage 


Howell Joins Gaess 

Joseph W. Howell, formerly wit 
E. T. Howard Company, New Yor'. 
has joined the Gaess Outdoor Ad- 
~~ Company, North Berger, 
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War Gives Filip 
to Cooperatives 


in Hardware Field 


Shortage of Supplies 
Causes Independents 
to Seek Assistance 


Chicago, April 8.— War has ad- 
yanced the cause of voluntary 
chains in the durable goods field a 
couple of decades, in the opinion of 
L. L. Oakes, president of Tru-Test, 
ene of the pioneers in this field. 
Though Tru-Test is now eight years 
old, it has found the exigencies of 
war a strong ally in bringing dis- 
tributors and dealers into the coop- 
erative fold, and its organization 
has expanded steadily under the 
whip-lash of scarcity. 

Many of the retailers now enlist- 
ing under the Tru-Test banner have 
done’ so because of difficulty in 
securing merchandise. Mr. Oakes 
believes that hard goods dealers 
have always spent too much time in 
buying merchandise frum too many 
different sources and that concen- 
tration of purchasing, as provided 
under the Tru-Test plan, will give 
them valuable time for planning 
and selling. On the other hand, he 
is confident that the postwar hard- 
ware store will be only a distant re- 
lation of the prewar variety. The 
hardware store is the natural source 
of supply for such products as re- 
frigerators, furniture and many 
other lines which it once handled, 
but relinquished gradually to more 
alert merchandisers. 


Merchandising Important Factor 


One of the chief assets of the vol- 
untary chain is its ability to offer 
its members skilled merchandising 
and advertising ability, according to 
Mr. Oakes. He believes that its 
long-term ability to survive will de- 
pend on these factors. For the pres- 
ent, however, the emphasis is un- 

ably on supply and here the 
cooperative is as effective as in 
other phases of operation. 

Tru-Test, as a central organiza- 
tion, is based on a brokerage serv- 
ice to manufacturers. Through a 
nation-wide group of distributors, 
this service functions as a selling 
unit for the manufacturer. Its brok- 
erage costs are low because of the 
tremendous volume it handles and 
they promise to be lower with the 
increased efficiency of the com- 
pany’s postwar organization. 


Costs Are Lower 


Tru-Test sums up its position in 
this impressive statement: “Our 
costs of performing the complete 
sales presentation to the distribu- 
tor, to the dealer, and most im- 
portant, to the ultimate consumer, 
are lower than the average manu- 
facturer’s cost of selling to the dis- 
tributor alone.” 

Operating methods are summar- 
ized as follows: “Tru-Test acts in a 
procurement capacity for a nation- 
wide group of distributors. For 
postwar planning, Tru-Test is not 
interested in 60,000 hardware items, 
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Photo-engravers in Chicago 


207 North Michigan Avenue 


Franklin 5854 
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CAPSULE A DAY 


Three-dimensional construction adds in- 
terest to this new counter display for 
Upjohn Unicap vitamins, providing room 
for dramatization of the packages and 
the “one capsule a day" sales story. The 
display was created and lithographed by 
Forbes Lithograph Mfg. Co., Boston. 


but primarily in a minimum num- 
ber of large volume, quick-turnover 
items. 

“It is on this minimum stock that 
the chain stores base their success- 
ful, economical operation. It is with 
these items that the independent 
has most trouble in competition 
with chains. Tru-Test, by combin- 
ing the volume of a group of select 
distributors, can secure these all- 
important items at costs competi- 
tive with the largest chains.” 

While Mr. Oakes believes that 
many important products will 
gravitate back to the hardware store 
as primary outlets, he realizes that 
neither the establishments which 
have been handling them, nor some 
of the existing distribution systems, 
will surrender without a battle. He 
commented: 


New Competition Emerges 


“In addition to the chains and 
syndicates already in existence, new 
competitive forces, now emerging 
under the stress of war, will be 
fighting for the consumer’s dollar. 
The large tire companies, for in- 
stance, have been forced into the 
hard lines business in order to keep 
their dealer setups intact through 
the war period. They are discover- 
ing that efficient operation and mul- 
tiple economies can produce great 
profits in this new field. Instead of 
tossing this business aside when the 
war is over, these companies are 
planning now to expand it and add 
it to their regular tire sales pro- 
grams.” 

Offsetting this new competition to 
some extent, Mr. Oakes believes, 
will be the expansion of the ranks 
of independent dealers after the war 
by returned soldiers and former re- 
tailers who have been forced into 
other fields by the emergency. All 
of these men will have become con- 
verts to the doctrine of close coop- 
eration and will be logical candi- 
dates for membership in Tru-Test 
or one of the few other existing or- 
ganizations of the same type. 

Mr. Oakes believes that this fresh 
blood will be a boon for the hard- 
ware business in the postwar con- 
flict. The hardware business, he 
points out, is one of the oldest in 
the country and perhaps has been 
dominated by patriarchs. An in- 
flux of fresh talent, unhampered by 
tradition, will be as stimulating as 
a blood transfusion to a wounded 
soldier. 


Park & Tilford Starts 
Institutional Campaign 

Park & Tilford Distilleries, New 
York, has initiated an institutional 
series using 1,200 to 800 lines in 65 
newspapers in approximately 50 
cities throughout the country. The 
drive, which will run indefinitely, 
supplements current brand adver- 
tisements appearing in 135 papers. 

Copy depicts the various war 
products streaming from Park & 
Tilford “Alcohol-Columns.” Charles 
M. Storm Company handles the ac- 
count. 


Named ‘Charm’ Editor 

Frances Harrington has resigned 
as managing editor of Mademoiselle 
to become editor-in-chief of Charm, 
New York, a Street & Smith publi- 
cation. 


Private Lines 


Corrie Cloyes of the Bureau of 
Foreign and Domestic Commerce 
carries on the Department of Com- 
merce’s battle for advertising with 
an article in the current Domestic 
Commerce headed, “Wartime Ad- 
vertising Serves as Well as Sells 
Reading and Listening Public.” In 
one spot he says: 

“As a consistent advocate of 
keeping brand names and trade- 
marks alive regardless of whether 
a product is available or not, the 
Department of Commerce has taken 
a keen interest. in the attitude of 
business towards advertising. It 
has viewed favorably the strong 
trend towards maintaining wartime 
advertising as near as possible to a 
peacetime level.” 

* * oR 


Largest share of national nutri- 
tion advertising will came from hot 
and cold cereal marketers. Their 
vitamin-restored or vitamin-forti- 
fied products, unhit by rationing, 
will be the chief beneficiaries of 
shortages in meat, dairy products 
and canned foods. 

+ * ~ 


Remember the short-lived boom 
of the home bread-slicers? Plenty 
of department stores were stuck 
when the Food Distribution Admin- 
istration lifted the ban on baker- 


sliced bread. Now Macy’s is unload- 
ing its stock, renamed “thin-a-slice 
cutters.” Copy insists that pre-sliced 
bread isn’t much help when you 
want to make melba toast or 
canapes. And, just in case the “half- 
a-slice” market isn’t big enough to 
unload the stock, the price has been 
cut to 94 cents. 


* * * 


The Commerce  Department’s 
“Market After Victory” estimates 
won’t be published until mid-April, 
if then. Reason? The bold arithmet- 
ical projections of prewar markets 
into postwar years at the production 
level of 1943 are sure to create con- 
troversy, both among marketers 
and among political observers. The 
33 American Marketing Association 
members invited to counsel with 
the Department of Commerce’s 
Morris Livingston in the weighing 
of the figures are sharply divided. 
Some disagree technically with Mr. 
Livingston’s arithmetical projection 
method. Others contend that the 
assumption that this nation can 
support a gross product of 135 to 
160 billion dollars in goods and 
services is reminiscent of the 1929 
“plateau of prosperity” predictions 
that deflated the names of Roger 
Babson and Prof. Irving Fisher with 
the “Black Friday” crash. The 


|ment will not decide whether i 
}endorse Dr. Livingston's goal$ un 


Committee on Economic Develop- 


il 
its full board convenes April 13. 
Even though controversial, Dr. Liv- 
ingston’s estimates are provoCative 
and inspiring. 


Feigenspan Steps Up 
Promotion in Dailies 


The Christian Feigenspan Brew- 
ing Company, Newark, N. J., last 
week initiated a heavy newspaper 
campaign in New York and cities 
within a 100-mile radius, using 
1,000-line advertisements. Insertions 
feature the new theme, “Yes, All 
Three—It’s Light; It’s Dry; It’s Mel- 
low.” 

Maxon, Inc., New York, handles 
the -account. 


Yankee Service Named 

New England By-Products Cor- 
poration, Boston, has appointed 
Yankee Writing Service, Guilford, 
Conn., for advertising of its vita- 
min feeding products in business 
and farm papers. 


—WANTED! Man or Woman— 


With background in national magazine 
and newspaper advertising. Knowledge 
of mechanical production and ability to 
make roughs preferred. Full time, per- 
manent job; unlimited opportunity for 
the right person. Write full details. 
Tell draft status. 


Box 4046, ADVERTISING 


AGE, Chgo 


wt 
yee 
7 Sr 
a AT. 
we Sas 
~ ar 
r Wr 
> 
v Ox 


Price Lists 


monotype. 


master pressmen. 


matter direct from Chicago 
distribution. 


presses print. 


Telephone 
WABash 3380 


OUR SPECIALTIES 


General Printing 


Typesetting Always clean linotype and 
Standard and special type faces, if 
desired, from our own machines and type foundry. 


Presswork We have the most modern presses 
to produce any type of printing job economically. 
Color presses, one or more colors, operated by 


Binding Any type of binding, machine gather- 
ing, machine covering and special trimmers. Again 
this modern equipment gives economy. 


Mailing If desired, we mail your printed 
the central point of 
The facilities of our binding and 
mailing departments are so equipped that we de- 
liver to the post office or customer as fast as our 


CATALOGUES 
PUBLICATIONS 
GENERAL PRINTING 
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(The former Rogers & Hall Co. Plant) 


Catalogues Publications Suhahere 
Booklets Paper Covered Books 
Flyers House Organs 

Proceedings Convention Dailies 


Management. 


printing keeps 


Let us estimate 


large or small. 
obligation. 


PRINTING PRODUCTS CORPORATION 


NATIONAL Prin ters 


ONE OR MORE COLORS 


Polk and La Salle Sts., Chicago, Ill. 


Excellent Quality 
Due to—Modern Equipment and Master 


Quick Delivery 
Due to—Modern Automatic Machinery — 
Day and Night Service. 


Right Price 


Due to—Superior Facilities and Efficient 


Satisfied Customers 
Quality, Service and Economy in good 
many printing, publication, catalogue, ad- 


vertising and mailing problems. LET US 


SOLVE YOUR PROBLEM. 


IN OUR SPECIALTIES © 


LOCAL 
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all satisfied. We have solved 


WE EXCEL 


your printing needs —however 
Estimates place you under no 


Dun & Bradstreet, Inc. Rates 

Printing Preducts Corperation 

and Associates over $1,000,000 
Highest Credit 


‘ ¥ ° DU ps an ee oe se ee : oa ae ss a 
RI I en ; ie * ae 2 
ee _— - eS. 
Po | | , | " 
fg marae ~ A A TT SN ARREARS RRO A RRC : ’ 
mm Unicap ~ 
ee yr, ins a 
a : : “ian F é | 
.y » # is 7 os | a 
i as 3 x Fe f . 
OY  \ a % : 5% 
(oy ama. g 
(reg x ut THis x & J | . 
t ; iP oe ie Pa 
; 4 ASSURES & | VITAMIN A ™ i. , od ie 
> meres ee a a oe 
o* Aor est vans | rome 4 has - ee - 
ee ——— 
ee ee 
| ‘ 
| : 
| 
PO - 2 —\ AN E| dD ‘Als 7 ’ 
| : 2 + ee | E — = - 
= > - -< — : r ~ : ee 
% 4 eo = = & ae 
. ~~ a 
PAY vale : 
! ge ne | 
' Ns ARN 
———— eo 
oe me’ yal c 
> ara" we 
5: 7 is owl SCE 
i i ay) re 4») : eno "\ 
JI \™ oP Pops! 
Ms ~ yes! ’ " Ss q 
we eae L 
| won I yf ~ 5 
swe Ge ; 
! Q a a 4 ~" 4 NCS > 
| 7! Xo hal 
| we way" \) 
By : Wee 
aa ~ 
Nl 
| een | 
| “Tre 
' 
a 
| | 
— 
— ae : 
— -. i. 
ie 
a = 
| ee 
a 
| e ais 
| 
iacmens ares ss as 
A a 
7 = 4 
: 5 é vag a on — ytd ply ey v, Pee hae / es j 
“ £ Re A ae : ea a 7 “ ty : ie Fie aly es ae ae q. a< eee 


42 


eS ee ta Se Sele 
. = totenen te Diy « 


bch 
fo a 
eo 


66 

Before we adjourn there is one more matter which I believe 
calls for remark and so, to begin, I take you back many months 
ago to a day in this very room. 


“Our country was in its initial phase of the war and 
pressing frantically for total preparedness. At the time of that 
meeting sixty per cent of our plant capacity, as I recall, was 
already in the process of conversion to production for our 
armed forces. Furthermore, we knew it wouldn’t be very long 
before every machine we operated, every ounce of material we 
owned and would get, and every single man of us would be 
dedicated to the defeat of the enemy. And both in our hearts 
and minds we were proud and eager to go all out for winning 


the war! 
* 8 & 


“On that same day we had an item to consider, amounting 
to a million and one-half dollars. This item was our advertis- 
ing appropriation. 


“But why advertise? A short while back our company 
counted its customers by the hundreds of thousands. Now, a 
short while ahead we would be a company having but ONE 
customer—the United States Government. 


“What would we have to advertise and to whom could we 
advertise when we had nothing to sell? Thus argued the logic 


of practical minds and dollars-and-cents reasoning. 


“However, I am thankful to say, we did not follow the 
counsels of our logic. Out of the storm of that meeting—which 
I shall not review here—came the calm of determination which 


took counsel of faith and vision. 


“We had faith in America. We had faith in a future we 
could not foresee. We had faith in ourselves. So we made a 


contract with destiny. We did not cut our advertising a penny. 


“In saying we made a contract with destiny I am not 


“We Had Faith In Amerie 


— 


striving for dramatic statement. I am only trying to express 
the truth with realistic exactness. 


“At no time during the war did we stop or even diminish 
our advertising. That was our commitment in our contract 
with destiny. And we kept it. 


“We inventoried our skills, our imagination, our ideals, 
our projects in development as against the peace to come. 
And of these we told the public simply and with restraint. In 
this manner our own beliefs and hopes became a part of the 
nation’s beliefs and hopes awaiting only the peace that would 
bring full and actual realization. 


¢ $+ 


“So now, taking postwar accounting, let us see how des- 
tiny kept ifs portion of the contract. I give you this report: 


“Numerous business concerns are uncertain about ways 
and means in meeting their postwar problems. 


“We are not uncertain and hesitant. We are able to plan 
a bold schedule of peacetime production, because both im- 
mediate demand and potential demand for our products are 
greater than we ever enjoyed. 


“Everywhere our sales-representatives go they receive re- 
spectful and interested welcome and we are expanding our 
sales organization and reopening our branch offices. Every- 
where our name upon the products we make is accepted as a 
standard of high value. 


“We meet the new era with the feeling of security and 
the assurance of broadened success. Moreover, I am glad to 
say, we shall be able to do our share in mobilizing our de- 
mobilized fighting men for peaceful industry. 


“We had faith and vision. And now we harvest our reward.” 


Y our most essential audience in Chicago for messages o f institutional char- 
acter is, of course, the million reader-friends of The Chicago Daily News 
—the newspaper of FIRST importance in the important Chicago market. 


THE CHICAGO 


DETROIT OFFICE: 7-218 General Motors Building 


DAILY NEWS 


NEW YORK OFFICE: 9 Rockefeller Pile: 
Hobart Buile . 


SAN FRANCISCO OFFICE: 


» 


ADVERTISING AGE April 12, 1943 
TIME: The Future, Exact Date Unknown. 
SCENE: A Directors’ Room. The Chairman 
Is Addressing the Board. 
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A VICTORY 


McCelland Barclay 


CARTOONS 
MOVIES 
AVIATION 
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An unusual tie-up between publisher and advertiser is this front and back cover 
of the April 24 issue of Liberty. The front cover, showing an action scene on 


the firing line, is part of the back cover that pictures Willys Jeeps doing "a fight- 
ing man's job.” United States Advertising Corp. is the agency. (Story on Page | 6.) 


The first of a new line of household clean- 
ers and polishes to be put on the market 
by Club Aluminum Products Co. is this 
aluminum cleaner, a substitute for steel 
wool, which was a recent war casualty. 
The cartons, designed by Blackett-Sam- 


HELEN TRENT FETED IN CHICAGO anigceen gee Be 
Hi E | | | | ie) iti 


Quaker - 
acaront ©; 


coms anes Ott 


BOND FOR MOTHER 


Introductory full-color page in the May 9 issue of The American Weekly which 
will spearhead Quaker Oats’ new non-rationed cereal family promotion. (Story 


’ on Page |). 
MOTHERS DAY | : 
MERIT REWARDED IN OUTDOOR EXHIBITION 


% 


The star of "The Romance of Helen Trent’ was honored in Chicago recently by 

Bi-So-Dol Co., sponsor of the CBS daytime serial. Left to right are W. E. Malone 

Jr., advertising manager, and Robert T. Meyers, sales manager of Bi-So-Dol; Gill 

Whitney, male lead; Helen Trent; H. W. Blades, vice-president of the company, 
and E. A. Byrne, Blackett-Sample-Hummert, Bi-So-Dol's agency. 


BUILDING A POSTWAR MARKET 


A new slogan has been added to the of- 


ficial poster of the National Committee Two Loose-Wiles Biscuit Co. posters won distinctive merit awards in the 13th 

on the Observance of Mother's Day. Co- annual exhibition of outdoor advertising art: one the “Above All’ advertisement 

operating with the Treasury Department, for Hi Ho crackers, and the other the Always Ready to Serve’ poster for Krispy 

retailers throughout the country will pro- crackers. Here, with the certificate of award are, left to right, Harold Mortimer, 

mote the sale of bonds as Mother's Day Outdoor Advertising Incorporated; Edward Molyneux, Newell-Emmett Co., the 
gifts. agency; and Rodney Hull, advertising manager of Loose-Wiles. 


ALLURE FOR THE NIGHT SHIFT 


Dent forget your Dura-Gloss... 


ees §VVURLIIZER | © 


TE NAME THAT means Wicace TO MILLIONS 


Three steps to a picture of glamor are demonstrated in this sequence, which starts with the beautiful girl, follows with some- 


* 18 one of @ series of full-color pages to start next month in Better Homes & body else's beautiful hands and finally the photographer in the shadow of the background. The finished job at the right is 

‘dens, looking to the day when the Rudolph Wurlitzer Co. can resume manu- one of a series of two-color advertisements scheduled by Lorr Laboratories, Paterson, N. J., for Dura-Gloss nail polish. Starting 

‘sture of musical instruments. Its factories now are 100°/, engaged in war pro- with March issues of 7! publications, the copy will appear in college papers, movie, romance, women's service and fashion maga- 
duction. (Story on Page 10.) zines regularly throughout 1943. H. M. Kiesewetter Advertising Agency, New York, is in charge. 
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ES, the coveted Army and Navy “E” pennant floats over Ari- 

zona’s producing copper mines. These strategic arsenals pro- 
duce approximately 40% of America’s copper . . . about one-fifth of 
ALL available to the United Nations. Busy, geared-to-capacity copper 
mines, with record payrolls, are but one indication of Arizona’s 
prosperity . . pointing out to advertisers, anxious to make sales or 
maintain ‘established good will, that this is the “gold nugget of western 
markets.” Here, also, are two tested media ready to do a result-pro- 
ducing job—“the Phoenix Republic and Gazette, with the largest circu- 
lation fin its history—and KTAR, largest radio station in the state. 


BOB HALL, National Advertising Manager 
Representatives—Williams, Lawrence G Cresmer Co. 
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* The Arizona Mines flying the “E” Flag * 
PHELPS DODGE CORPORATION, Morenci, Ajo and 
United Verde Plants * AMERICAN SMELTING AND 
REFINING CO., Hauden * INTERNATIONAL SMELT. 
ING CO., Miami * MAGMA COPPER CO., Superior * 
INSPIRATION CONSOLIDATED COPPER CO., Inspira- 
tion * THE MIAMI COPPER CO., Miami * KENNE 
COTT COPPER CO., RAY MINES DIV Ray and Hayden. 


DICK LEWIS, General Manager 
Representatives—Paul H. Raymer Company 
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